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Rough Proofs 


According to advertisers’ com- 
ments at newspaper group meetings 
in Chicago, everybody can be easily 
satisfied by placing all ads in the 
front of the paper and at the top 
ot the right-hand page. 
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While it may be difficult for make- 
up men to follow the suggestions of 
advertisers regarding position, they 
ean readily solve the problem by 
putting the front-page news on the 
back page. 

vge¥#pey 

The Drug Institute has arranged 
to study “the most effective method 
ot handling bottled liquor.” It is 
beginning to be suspected that Coca- 
Cola is to have competition. 


. FT F 


A shoe manufacturer announces 
that his product offers “comfort con- 
cealed by style.’ The class in ap- 
plied psychology is invited to guess 
what portion of the so-called human 
race is more interested in style than 
comfort. 
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Objections have been raised, it is 
reported, to the publication of pic- 
tures of undraped ladies in theatrical 
and movie copy. It is understood 
that the protests have been especially 
vigorous when the performances 
have failed to match the advertising. 
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General Foods will advertise to 
build up interest in Admiral Byrd’s 
broadcasts. It would help a lot if 
the admiral could get chilblains or 
something, in order to develop a 
little more dramatic suspense. 
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“Legal Aspects of Whisky Copy 
Cause Debate,” reports ADVERTISING 
Ace. Actually, they are causing more 
headaches than the whisky used to. 


,  F 


While it is suggested that the re- 
peal of prohibition will create an 
advertising opportunity for manufac- 
turers of headache remedies, this 
seems entirely too much like flinging 
undeserved orchids in the direction 
of the bootleggers. 


- o > 


John D. Rockefeller, Jr., has a 
plan for advertising hard liquors in 
which simple descriptions like “Ken- 
tucky rye whisky” are recommended. 
Mr. Rockefeller disqualifies himself 
as an expert, however, for talking 
about Kentucky rye instead of Bour- 
bon. 
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Purity Bakeries are putting on 
their broadcasts with the aid of 
theater crowds at the Roxy. Now 
everybody is wondering whether the 
theater builds up the broadcast or 
the broadcast fills the theater. 


, F F 


In view of all the new ideas now 
being presented and put into prac- 
tice, this is the world’s greatest op- 
portunity for good, all-around view- 
ing-with-alarm. 
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Newspapers are beginning to com- 
plain of the demands of advertisers 
for extra merchandising service. 
That must mean that business is 
getting better. 
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Rough Proofs’ nominee for presi- 
dent of the A. B. C., Phil Thomson, 
won without being extended. Does 
anybody want the low-down on the 
New York mayoralty situation? 


Copy Cur. 


PROS AND CONS 
OF NRA VIEWED 
BY MARKETERS 


Changed Marketing Problems 
Discussed at Meeting 


New York, Oct. 26.—The basic task 
confronting advertising and merchan- 
dising executives today is the mas- 
tery of plenty, Daniel C. Roper, Sec- 
retary of Commerce, told the joint 
conference of the Sales Executives 
Club and the American Marketing 
Society here today. 

The distinguished speaker pointed 
out that consideration of modern 
sales problems must embrace two 
points, the responsibility of develop- 
ing distribution processes to the 
highest point of efficiency and social 
service, and redefinition of market- 
ing approach and philosophy to ac- 
cord with the organized and social- 
ized improvements growing out of 
the NRA. 

His address stressed the possibili- 
ties of foreign markets and he urged 
his hearers not to handicap them- 
selves with unsuitable goods and un- 
sympathetic sales methods when cul- 
tivating overseas trade. “Foreign 
markets are legitimate markets, not 
outlets for surplus stocks,” he said. 


Asks Use of Government Figures 


He invited the two organizations 
to form a committee to investigate 
the useful but Jittle used sales data 
available from government sources, 
and called attention to the central 
statistical board, recently created at 
Washington, with authority to extend 
and coordinate the many statistical 
services of the government. 

The work of the board will be cen- 
tered on what Mr. Roper referred to 
as “the twilight zone, where produc- 
tion meets consumption.” A feature 
of its service will be prompt collec- 
tion for monthly release of indices in 
the principal divisions of retail trade 
to reveal trends in the movement of 
consumer goods. 

Mr. Roper was introduced by 
Grover A. Whalen, president of the 
Advertising Club of New York. Allan 
Zoll, president of the Sales Execu- 
tives Club, opened the session at 
which Mr. Roper spoke, then turned 
the gavel over to Harry L. Cook, 
vice-president of the club. 

Other speakers were E. P. Warner, 
McGraw-Hill Publishing Company; 
Dr. Paul Nystrom, Columbia Univer- 
sity; Dr. V. H. Pelz, Food Field Re- 
porter; Dr. Bernhard Ostrolenk, Busi- 
ness Week; Wroe Alderson, bureau 
of foreign and domestic commerce, 
Department of Commerce; Dr. Lewis 
Haney, New York University; Victor 
S. Von Szoliski, National Recovery 
Administration; Sherman Rogers, 
Liberty. 


Fewer Retail Outlets 


Harry Tipper of Visomatic Sys- 
tems, chairman of the program com- 
mittee, presided at the morning and 
evening sessions. Dr. L. D. H. Weld, 
McCann-Erickson, Inc., president of 
the American Marketing Society, 
presided over the afternoon meeting. 

Summarizing the NRA’s influence 
on marketing, Mr. Warner stated 
there will probably be a reduction in 
the number of retail outlets and 
changes in methods of promotion. 

He believes the NRA will raise 
ethical standards of business, dimin- 

(Continued on Page 22) 


FEATURED ON PROGRAM 


W. C. D'Arcy 


O.A.A. TO STUDY 
EVALUATION OF 
“CIRCULATION” 


Outdoor Group to Meet in 
Louisville Next Week 


Louisville, Ky., Oct. 26.—A further 
report on the progress of the study 
of street traffic, the matter of eval- 
uating the circulation of outdoor ad- 
vertising, and speeches by Stuart 
Peabody, Association of National, Ad- 
vertisers head, and W. C. D’Arcy, 
chairman of American Association 
of Advertising Agencies, will feature 
the program of the 43rd annual con- 
vention of Outdoor Advertising As- 
sociation of America, which will con- 


(Continued on Page 22) 


Censorship of Liquor 
Advertising Is Asked; 
Study Legal Aspects 


New York, Oct. 26.—After a thor- 
ough study of the legal aspects of 
liquor advertising, Joseph Schultz, 
attorney for Macfadden Publications, 
Inc., recommended in a brief deliv- 
ered to the publishing firm this week 
that the manufacturer, importer and 
advertising agency form an entity 
to urge such amendment to present 
laws as may become necessary; par- 
ticipate in such litigation as may af- 
fect this question, and help work 
out reasonable and proper regula- 
tions covering the advertising of 
spirits. 

He summarized the conclusions on 
which his advice is based as follows: 

“That there is sound legal support 
for the contention that upon the 
adoption of the 2ist Amendment to 
the United States Constitution prior 
federal statutes removing the pro- 
tection of interstate commerce from 
the liquor business will be nullified, 
and state statutes forbidding the 
sale of national periodicals contain- 
ing liquor advertising will be un- 
constitutional and. newsstand sales 
will be legal. 


Would Repeal Amendment 


“That despite the belief that the 
Reed amendment will no longer be 
operative, that portion of the amend- 
ment which has been incorporated 
in the federal criminal code and 
which prohibits the mailing of ad- 
vertisements of intoxicating liquors 
into dry states should be repealed. 

“That should the construction set 
forth in the first paragraph of these 
conclusions not be sustained, appro- 
priate relief can be obtained by sim- 
ple amendment to existing laws. 

“That should such relief fail, a 
court test be made as to the consti- 


(Continued on Page 20) 


Last Minute News Flashes 


Ford Exposition to Be Extended 
Detroit, Mich., Oct. 27.—A decision to extend the Ford “exposition of 
progress” being held in Convention Hall here another week was reached 
late last night by officials after tabulations showed the attendance had al- 


ready reached 643,713. 
Detroit. 


This is approximately 


half the population of 


Post Office Department to Release Liquor List 


Washington, D. C., Oct. 27.—The Post Office Department is reported 
working on a list to be released shortly giving the states into which liquor 


advertisements cannot move through the mails. 


This is the first such list 


to be issued since national prohibition went into effect. 

The Department is required to publish such a list by the Reed amend- 
ment, which Attorney General Cummings has ruled will continue in force 
after repeal inasmuch as it is based on postal laws and not on the eigh- 


teenth amendment. 


“Food Field Reporter” Absorbs “Grocery Trade News” 

New York, Oct. 27.—Food Field Reporter, published by the Topics Pub- 
lishing Company, has absorbed, by purchase, Grocery Trade News, pub- 
lished by the Butterick Publishing Company. The two publications were 


3tarted almost simultaneously about 
hot battle for supremacy. 
Company. , 


ten months ago, and have waged a 


Aglar Cook is president of Topics Publishing 


Frankfort Distilleries Account to Young & Rubicam 
New York, Oct. 27—Young & Rubicam, Inc., has been appointed to 
handle advertising of Frankfort Distilleries, Inc., Louisville, Ky. Some 
25 brands will be marketed, among them “Antique,” “Paul Jones,” “Duffy 
Malt,” “Four Roses,” and “Mattingly & Moore.” 
Ellis D. Slater has been named vice-president and eastern sales direc- 
tor for the distillery, with officers in the Lincoln Bldg., New York. 


New York, Oct. 26.—An appeal for 
advance censorship of liquor and 
spirits advertising, “instead of wait- 
ing for censorship of a harsh char- 
acter from the opponents of this re- 
viving industry,” was voiced by O. C. 
Cool, treasurer, May International 
Corporation, in a letter sent this 
week to William A. Thompson, gen- 
eral manager of the bureau of adver- 
tising of American Newspaper Pub- 
lishers Association. 

May International Corporation is 
the United States representative of 
a number of foreign breweries, win- 
eries and distilleries, and last month 
earned the distinction of being the 
first organization in the United 
States to place advertising for liquor 
since enactment of the federal pro- 
hibition law. 

“We believe that we speak the 
minds of all who are connected with 
the manufacturing, importing and 
distributing branches of the business 
when we urge censorship before pub- 
lication of liquor advertising instead 
of criticism after publication,’ Mr. 
Cool’s letter declared. 

“As head of the bureau of adver- 
tising of the A.N.P.A.,” Mr. Thomp- 
son was told, “you have a rare op- 
portunity to exercise your personal 
influence in these matters and 
thereby render a great service to 
newspapers in general, and the fu- 
ture of liquor advertising in particu- 
lar. 

May Aid Non-Advertisers 


“Announcements of policy such as 
that of the Chicago Tribune and of 
other newspapers, and the sugges- 
tions of the Rockefeller survey, point 
to drastic restrictions of a severe 
character. In our opinion these may 
lead to conditions all too favorable 
to the bootlegger, and to dealers who 
do no advertising of their own, but 
profit by every restriction placed on 
legitimate promotion. 

“It is hardly necessary for us to 
say that the matter of advertising 
has been given great study and deep 
consideration by every legitimate 
distributor. We were the first im- 
porters to use page space in news- 
papers, and since our first newspaper 
advertisement appeared, several 
others have ventured into this form 
of promotion. In every instance 
care has been exercised in the prep- 
aration of copy, but there is much 
more to be done. 


Suggests Newspaper Committee 


“In your position as general man- 
ager of the most influential bureau 
in the advertising field, you have 
the opportuity to chart a course for 
the future of liquor advertising that 
will win the enduring respect of the 
entire advertising profession. 

“For this reason, we suggest that 
you encourage the newspaper pub- 
lishers of the United States to ap- 
point a committee to handle this im- 
portant matter.” 

Such a committee could be con- 
trolled by the newspapers, but might 
be augmented by representatives of 
the liquor business, as well as by 
representatives of temperance forces 
and education, Mr. Cool declared. 

“You can appreciate what a code 
of ethics and what standards of 
practice could be created, written 
into federal law if necessary, and 
practiced for generations to come,” 
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ADVERTISING AGE 


October 28, 1933 


Mr. Cool declared, “if this censorship 
committee could be headed by Alfred 
E. Smith, Nicholas Murray Butler 
and Adolph 8S. Ochs. 

“We sincerely hope that your bu- 
reau will seriously consider this sug- 
gestion. It will be better for all con- 
cerned if this great source of adver- 
tising is placed under control at the 
very beginning, instead of waiting 
for censorship of a harsh character 
later.” 


Radio for Liquor 


St. Louis, Mo., Oct. 26.—Brennan, 
Francis, Shaw and Roos, local liquor 
dealers, have signed what is believed 
to be the first contract for advertis- 
ing liquor over the air. 

In a series of one-minute announce- 
ments over KMOX, the organization 
is soliciting orders for liquors, to be 
delivered after repeal. A refund of 
the customer’s money, plus six per 
cent, is offered if repeal does not he- 
come a fact. 


Ed Wynn Quits 
Ed Wynn has announced his resig- 
nation as president and director of 
Amalgamated Broadcasting System. 
He has discovered that he is a show- 


man and not a radio technical execu- 
tive, he said. 


Ingram’s Breaks 
Out with Rhymes 
And Wise-Cracks 


New York, Oct. 26—What is per- 
haps the nearest approach to model- 
ing advertising copy after newspaper 
editorial features characterizes the 
two new campaigns on Ingram’s 
shaving cream, product of Bristol- 
Myers Company, for which Thomp- 
son-Koch Company, Cincinnati, is the 
agency. 

Both series are being tested in full- 
scale campaigns, and will be judged 
within a tentative limit of six weeks 
on the basis of demonstrated follow- 
ing and sales increases. 

The first campaign opened in the 
north Atlantic territory last week. It 
comprises a 350-line insertion once a 
week in every newspaper on the list, 
which is placed on sport pages. 

The strip copy is based on the 
syndicated feature, “Them Days Is 
Gone Forever,” by the cartoonist 
Posen, formerly syndicated to 80 or 
90 newspapers by the same cartoonist 
who is doing the present series. Until 
revived for advertising purposes, the 
strip had been discontinued for seven 
or eight years. 

The rhymed continuity for the strip 


of four panels is set to music, and 
about 25 per cent of the space is de- 
voted to illustration of the product 
and straight selling copy. The en- 
tertainment element, however, does 
not exclude the sales appeal, as the 
following example of continuity 
shows: 


Well, well, it’s Charlie Tenderjaw— 
How come he feels so gay? 

The answer’s Ingram’s Shaving 
Cream— 
A cool shave every day. 


With other brands my cheeks would 
smart— 
I’d nick my chin—but say— 


THEM DAYS IS GONE FOREVER. 


In the case of the second campaign, 
which also masquerades as an edi- 
torial feature on sport pages, the ab- 
sence of selling copy in the first few 
insertions gives them the semblance 
of teaser advertisements. The enter- 
tainment content was inspired by the 
old Abe Martin illustrated wise- 
cracks. C. W. LaRoe, account execu- 
tive at Thompson-Koch Company, 
former newspaper man and theatrical 
gag writer, is the author. 

A standard size of 70 lines has been 
adopted for this series, which started 
Monday in about 36 newspapers in 
18 leading cities, coast territories ex- 
cluded. 

Omitting the wisecrack, original 


scribers in their communities, 


Writer's name available.) 


A Typewriter Company 
Reports on the 


HOMES THAT BUY 


“We have studied the business activities of Quality Group 
subscribers in this city, and we find that they play major 
roles in the direction of banking, insurance, manufactur- 
ing, transportation, in mercantile firms, and in civic 
affairs.... A great many are major executives, or younger 
men who are rapidly gaining power and influence. ... 


In every community, Quality Group subscribers play a dominant role in 
business. industry, and finance. They head banks, conduct large-scale 
manufacturing enterprises, administer the affairs of insurance com- 
panies, head important retail establishments, hold high places in gov- 
ernment. are corporate lawyers and leading physicians. 
institutional affairs and are leaders in civic and social affairs. Through 
their home and business purchases, Quality Group readers account for 
much of the nation’s gainful business. 
today’s buyers. The importance of securing the good-will of so notable 
a market for your product is obvious. 
nomically, through the Quality Group magazines. 


THE QUALITY GROUP 


ATLANTIC MONTHLY HARPERS 
CURRENT HISTORY REVIEW 
THE FORUM 

BOSTON . CHICAGO 597 Fifth Avenue, New York City 


(Number 10 of a series of comments by business 
men on the buying habits of Quality Group sub- 
after carefully 
checking the Quality Group subscription lists. 


They are the inner circle of 


You can do it, surely and eco- 


SCRIBNER’S MAGAZINE 


99 


They direct 


MAGAZINE 
OF REVIEWS 


SANTA BARBARA 


EDITORIAL TECHNIQUE 


ON THE CHIN! 


NOW IT’S A GOOD 

MATCH IF THE 

GIRL MARRIES A 

MAN WHO CAN 

STILL PAY HIS 

DEBTS BEFORE 
1935 7 


© 1933, B. M. Co.—Ingram’s Shaving Cream 


Getting ‘‘hitched” to Ingram’s Shaving 
Cream is a good match, too. Ingram’s 
is cool, and made to prevent soreness 
after shaving. 35c, in tube or jas 
Typical copy in one of the two 
new campaigns launched this 
week for Ingram's Shaving Cream 


copy for this series comprised only, 
“On the Chin.’ This new feature 
every day on the sport page of this 
paper, Copyright 1933, B-M Co.” 

Later in the week, brief selling 
copy was added to the signature para- 
graph, and occasionally, a_ selling 
play on the product is to be made in 
the wisecrack. 


Duratone Appoints 


Duratone, Inc., Cincinnati, maker 
of Duratone, a new laundry deter- 
gent, has appointed Procter & Col- 
lier, Cincinnati. Business papers 
and direct mail will be used. 


Cooking School Starts 


The annual sessions of the cook 
ing school of Chicago Tribune will 
begin Nov. 7. Four sessions each are 
held on the north, south and west 
sides of the city. 


. . 
Fabian Resigns 
Victor Fabian, for fifteen years ad- 
vertising manager of Colgate-Palm- 
olive-Peet Company, Chicago, has re- 
signed. He has made no announce- 
ment of future plans. 


FINANCIAL HEAD 


Kenneth C. Hogate, for six years 
vice-president and general man- 
ager of Financial Press Companies 
of America and its subsidiaries, 
which include Dow, Jones & Co., 
publisher of the "Wall Street 
Journal," and numerous other 
financial publications and news 
services, who was elected presi- 
dent of the organization this week. 
He suceeds the late Hugh 
Bancroft 


FINE BROCHURE 
TELLS MERITS 
OF LA CORONA 


(Picture on Page 24) 

New York, Oct. 26.—While lovers 
of convivialities throughout the 
country await repeal with ears 
keenly attuned to any mention of 
wines and their more alcoholic rela- 
tives, Henry Clay and Bock & Co,, 
Ltd., subsidiary of the American To- 
bacco Company, has released point- 
of-purchase advertising centering 
around a 30-page booklet, “The 
Story of La Corona,” which likens 
fine cigars to rare vintages. 

This is believed to be the first bro- 
chure of such elaborateness devoted 
to a cigar. It is the first ever pub- 
lished by this firm, and is being dis- 
tributed to consumers of high qual- 
ity cigars throughout the _ world, 
since La Corona has a world-wide 
patronage. 

The booklet, of which 75,000 
copies have been printed, is handed 
out only in the finest cigar stores 
and at the best stands. Interest is 
developed in the book through spe- 
cial window displays’ centering 
around a pictorial map of the Cuban 
tobacco fields. Copies of the book 
as well as a colored folder are in- 
cluded in the display which many 
stands are showing and one of the 
two large cards suggests asking the 
“attendant inside” for a copy. 

Release of this material was 
gauged to develop sales during the 
last three months of the year, when 
the company distributes half its 
yearly volume. While the booklet 
does not suggest the gift potential- 
ities of La Coronas, a supplementary 
catalog bearing the title, “For Every 
Holiday,” above the La Corona seal, 
lists the quality item in packages 
and quantities from $7 for 25 cigars 
to $20 for 50, or $400 per thousand. 
The catalog is for dealer distribution 
and bears his imprint. 

Show cards and plans for four dif- 
ferent window displays were sup- 
plied retailers, along with photo- 
graphs of these set-ups for the trim- 
mer’s guidance. 

A Romantic Tale 


The story, based on the theory 
that the more one knows of a person 
or product, the more kindly he is 
likely to consider that person or 
thing, begins with the history of La 
Corona dating back to 1845 and pro- 
ceeds with mention of the principal 


Cuban growing districts and proc-~° : 


esses through which the plant and 
leaf go from the time of preparing 
them and fertilizing the soil to its 
packaging and shipment from the 
modern factory opened about two 
years ago at Trenton, N. J. 

Cigar indulgence becomes a thing 
of approaching perfection in this 
narration. To begin with, Robert In- 
gersoll is quoted on Columbus’ dis- 
covery of “happy people with rolled 
leaves between their lips” in the 
“blessed island of Cuba.” 

“These leaves make friends and 
celebrate with gentle rites the vows 
of peace. They have given consola- 
tion to the world. They tell of hope 
and rest. They smooth the wrinkled 
brows of care and fill the heart with 
rest and peace.” 

Then it continues with the state- 
ment that producing fine cigars is 
like producing rare vintage wines. In 
France, it tells, one vineyard may 
produce a wine that commands a 
premium and another across the 
street nothing better than vin ordi- 
naire. So it is with Havana tobacco. 
The booklet tells why, in detail. 


Ledwith and Eastman 


Join Gardner Agency 
William L. Ledwith, recently with 
the F. Wallis Armstrong Company, 
Philadelphia, and the Pittsburgh 
Testing Laboratories, has joined the 
service department of the Gardner 
Advertising Company, New York. 
John Eastman is a new addition to 
the copy staff. He was formerly con- 
nected with Ruthrauff and Ryan, 
Inc., and J. Walter Thompson Com- 
pany in a similar capacity. 
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October 28, 1933 


ADVERTISING AGE 


EADERS OF INDUSTRY 


are already 


Heads of many of this country’s greatest corporations, seeking new 


eveloping [HI 5 MARKET ff 


to replace losses in other fields 


markets to replace markets lost at home and abroad, are discovering 


how substantial and attractive the business to be found in places 


under 10,000 really is: 


1. People who live in these places furnish 40% 
of the total national retail sales—more than all 
our export markets ever gave us. 

2. Since 1932, eleven national advertisers who 
never before used Country Gentleman have accepted 
the 40% market as basic in their selling programs 
and CountryGentlemanas basicin theiradvertising. 
3. Twenty other national advertisers who have 
been absent from Country Gentleman for four 
or more years have resumed regular advertising 


schedules in the magazine. 


4. The people in the Country Gentleman market 
are easier to sell than those in ANY foreign 
market, because they are easier to reach and in- 
fluence. No tariff walls, no shifting money ex- 
changes, no lack of distributive machinery, no 
unfamiliar languages or customs, limit this op- 
portunity. 

Longer than any other magazine, and more 
conspicuously, Country Gentleman has devoted 
itself to the leading families in the communities 
which buy the 40%—places under 10,000. 


To both the men and women in the 1,650,000 
families who read Country Gentleman every month, 
this magazine is a trusted friend and counselor. 

It costs surprisingly little to share in the unique 
confidence which exists between Country 
Gentlemanand its readers,and stimulate the buying 
power these families so definitely possess. Seventy 
per cent own homes; 86% own automobiles. 

A full-page advertisement in Country Gentleman 
every month for a year costs but 3% cents per 
family. 


Country GENTLEMAN 


FAMILY COUNSELOR TO MORE THAN 5,750,000 PEOPLE 


THE CURTIS PUBLISHING COMPANY + PHILADELPHIA + BOSTON + CHICAGO + CLEVELAND 


Key to 40% of National Sales Potential 


+ DETROIT - NEW YORK + SAN FRANCISCO 
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Human Interest in Poster Designs 


The selection of the Palmolive 
soap poster, “Now I’m_ schoolgirl 
complexion all over,” as the best out- 
door advertisement of the year, an- 
nounced in ADVERTISING AGE last 
week following the opening of the 
national outdoor art exhibit in Chi- 
cago, is an interesting indication of 
the continued trend toward the hu- 
man interest type of advertisement. 

It will be recalled that the Pon- 
tiac prize-winning poster of 1932, 
“It’s spring, get a Pontiac,” also had 
pictorial qualities which gave it a 
broad appeal, entirely apart from its 
value as a design in color. And the 
second award for this year went to 
another General Motors advertise- 
ment—the Buick poster featuring a 
dog—a type of illustration which 
makes a big impression on a large 
percentage of the public. 

Both outdoor advertisers and users 
of other mediums have been im- 
pressed with the strength of current 
advertising based on human interest, 
which, for that reason, makes an ap- 
peal to all ages, classes and condi- 
tions. A child is nearly always ap- 
pealing, and the Palmolive baby, like 
the little girl featured successfully 
last year by Shell Petroleum in its 
outdoor advertising, won the hearts 
of the public without difficulty. 

It is interesting to note, too, that 
the prize-winning three-sheet poster 
in the current competition uses the 
appeal of children to attract atten- 
tion and win interest. The Gold Seal 
Laundry poster, “Fresh, crisp and 
clean for school,” pictures a group 
of attractive youngsters at their 
desks in the class-room, and scores 


effectively because few can resist the 

pesoon which interesting children 
possess for in all 
walks of life. 

Human interest is such a broad 
term that it is difficult to define it, 
especially for advertising purposes, 
and with reference to design. Never- 
theless, we recognize it as something 
which makes a broad appeal based 
cen interests which are common to 
all. The baby, the dog chasing the 
car, the birds presented in the guise 
ot humans—they are just as inter- 
esting to people as the characters in 
a current advertisement employing 
the popular movie strip and balloon 
conversation technique. All strive to 
inject the quality which will give the 
advertisement genuine human inter- 
est. 

The poster advertiser is often able 
to get especially good results be- 
cause he is willing to forego 100 per 
cent selling copy in favor of regis- 
tering a favorable general effect, 
leaving specific sales details to pub- 
lication and other advertising in 
which a complete argument can be 
presented. For this very reason he 
seldom presses so hard as to invite 
resistance; on the other hand, he is 
willing to consider an advertisement 
effective if it registers the name and 
at the same time suggests a story of 
human experience appealing to the 
great majority. 

Poster technique is improving, it 
seems to us, in that it is going fur- 
ther and further into the realm of 
human interest, and not depending 
as much as formerly on the purely 
technical qualities of design. 


normal people 


Why Is an Advertising Club? 


Now and then somebody comes to 
bat with the query regarding an 
advertising organization, “But what 
has it ever done?’ The question is 
often hard to answer, and the diffi- 
culty suggests to some skeptics that 
advertising clubs survive without 
sufficient reason for existence. But 
it seems to ADVERTISING AGE that a 
fair appraisal of advertising clubs 
and associations of all kinds cannot 
be made unless there is agreement 
as to what the proper function of 
such a business organization really 
is. 

First of all, the advertising club, 
especially if it operates as a purely 
local group, serves its most valuable 
purpose in providing a forum for 
discussion of advertising and adver- 
tising problems. Much excellent ma- 
terial about advertising appears in 
books and periodicals, and yet, be- 
cause of the constantly changing 
conditions under which advertising 
is carried on, the last word can 
never be said. And the local group, 


in addition to the benefits of the 
intimate exchanges of ideas and ex- 
periences which are possible only 
through personal contacts, provides 
machinery for discussion which 
should furnish real stimulation to 
the creative tasks of advertising. 
Secondly, the advertising associa- 
tion enables opinions to be clarified 
and unified, and thus causes practice 
to conform to precept as nearly as 
it is possible to do in an imperfect 
world. Much of the agreement 
among advertisers, agencies and pub- 
lishers today on important subjects 
connected with the preparation and 
publication of advertising is the re- 
sult of a continued cross-fire of dis- 
cussion through associations. With- 
out it, unanimity of opinion and 
practice would be next to impossible. 
Even though a record of specific 
accomplishment cannot always be 
submitted in evidence, the organiza- 
tion which is furnishing the oppor- 
tunity for free discussion has a 
function whose importance should 
be recognized and utilized to the full. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 532. Audio Productions, Inc. 
An interesting booklet describing 
the services of this organization, 
which produces sound moving pic- 
tures for advertising and sales use. 


No. 533. Grocers and Druggists in 
Madison and Trade Territory. 
Published by Wisconsin State Jour- 

nal, Madison, this new booklet con- 
tains route lists of grocers and 
druggists in Madison, as well as 
names of these dealers in 55 sur- 
rounding towns, and maps of the 
city and the trading area. 

No. 471. How Much for “Point of 

Purchase”? 


A concise and complete discussion 
of the part played by point of pur- 
chase material in the selling plan, 
with particular reference to the value 
of Neon signs. Published by Neon 
Products, Inc., Lima, O. 


No. 515. 
Work. 


An intriguing presentation of the 
contention of Redbook Magazine that 
“the shadow of a man stands behind 
every woman who buys.” Contains 
the complete series of “shadow” ad- 
vertisements for Redbook which has 
appeared in the advertising press. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


DANGER! Shadows at 


No. 517. The Influence of Magazine 
Makeup and Related Selling in the 
Reduction of Advertising Visibility 
and Reading Costs. 


A very interesting brochure which 
analyzes the findings of Daniel 
Starch on visibility and reading 
costs for McCall’s for the periods of 
April to September, 1932, and Octo- 
ber, 1932, to March, 1933. The first 
period covers publication before Mc- 
Call’s was departmentalized, the sec- 
ond after that move. The effect of 
the new plan of makeup is demon- 
strated through numerous charts. 


No. 513. Merchandising With Dis- 
play Containers. 


An interesting discussion of the 
use of display containers in secur- 
ing counter space in retail stores, 
together with full-color reproductions 
of numerous unusual containers de- 
veloped by Einson-Freeman Com- 
pany. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of 
tying their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


THIS MIGHT BE CALLED A “TRADE PUFF" 


—Dry Goods Economist. 


“Didja ever see anything more ravishing, gent'men?™ 


Voice of the Advertiser 


Gates Tell of Sequel 


to Story of Ann Lee 
(Picture on Page 24) 


To the Editor: I would hate to 
give the impression that we have 
given up the electric range business 
entirely, and are now devoting our 
time to displaying pretty girls, but 
there is a sequel to the story of Ann 
Lee, whose picture you published a 
few weeks ago. 

After noting the success of the 
Southern Public Utilities sales meet- 
ings in which Miss Lee appeared, the 
Georgia Power Company, whose mer- 
chandising plans are rated as A-1 in 
the electrical industry, decided to 
use a similar idea in presenting the 
fall range selling program to their 
own organization. 

The entire presentation was in the 
form of skits, each skit illustrating 
some point in the selling plan. No 
programs were distributed. Replac- 
ing programs was Betty Fowler, 
whose picture is enclosed. Between 
each skit she appeared with the title 
of the next subject on the card which 
she held before her. The fall selling 
campaign of Hotpoint is based on the 
slogan, “Look Twice,” which appears 
upon the card she is holding in the 
picture. No one forgot the slogan 
during the meeting. 

In spite of appearances, everything 
was quite proper, for behind the 
card Miss Fowler wore a _ bathing 
suit. But no one knew this until 
after the meeting was completed, so 
you may be sure that all the sales- 
men stayed for the entire program. 
Like Miss Lee, Miss Fowler was a 
social secretary. This time it was a 
social secretary to O. M. Jackson, 
commercial manager of the Georgia 
Power Company. 

RALPH GATES, 

Assistant Manager Sales Promo- 

tion and Advertising, 

Edison General Electric Appli- 

ance Company, Chicago. 
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Bennett Finds Definition 
of Advertising’s Aim 

To the Editor: It was one of the 
surprises my small home-town coun- 
try newspaper often gives me. Last 
week, in the “People’s Column,” one 
of the town’s more prominent men 
was telling how he had sold a cow 
through a want-ad inserted the week 
before. 

He said he believes in advertising, 
and then he said this: 

“Advertising, essentially, is the 
awakening of human desire. There 
is no stronger force in this world of 
ours. The successful advertisement 
makes you crave new things. The 
motive is frankly commercial, but 
the consequences reach far beyond 
trade. Contrast our familiar life of 
today with that of any other time 
and people, and you get a vivid im- 
pression of what advertising has 
done for us. The advertiser con- 
trives the picture and tells the story, 
and we believe as he foresees we 
will. He succeeds, however, only 
when he tells the truth; sincerity is 
essential. No advertisement can be 
eloquent enough to induce people re- 


peatedly to buy a shoddy article, or 


to believe a lying story. Man is still 
a thinking animal, and he doesn’t 
want to be deceived. Motor manu- 
facturers taught us by printed word 
and picture to desire swift transpor- 
tation; that is why so many cars are 
being sold.” 

Have you ever seen a better defi- 
nition of what advertising tries to 
do? I haven’t. I wish I'd written it. 
I didn’t—I’m just a _ copywriter. 
There’s a certain Methodist in that 
little town who knows more about 
advertising than a whole lot of us 
who think we know everything. 
Who agrees with me? 


C. RAteH BENNET‘. 
Syracuse, N. Y. 
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Mexican Sea Turtles 


To the Editor: Knowing your in- 
terest from time to time in freaks 


Displey of Mexican Sea Turtles 


of make-up, I thought perhaps the 
attached “display of Mexican sea tur- 
tiles” would interest you. 


OAKLEIGH R. FRENCH. 
Advertising, St. Louis. 
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All Right, Mr. Riddle, 
We’re Quitting at Once 

To the Editor: You may quit send- 
ing notices that my subscription has 
run out. You might as well know 
that I would not be without ADvER- 
TISING AGE, and in my new position 
with the American Steel Wool Man- 
ufacturing Company, Inc., I immedi- 
ately subscribed and receive ADVER- 
TISING AGE at my office. 

No advertising or sales promotion 
man can consider himself in form 
unless he receives ADVERTISING AGE, 
together with CrLAss & INDUSTRIAL 
MARKETING. 

This applies whether he works in 
the middle west, as I formerly did, 
or in New York, as I am doing at 
present. 

GerorcGE B. RIDDLE, 


Sales Promotion Manager, 
American Steel Wool Man- 
ufacturing Company, Ince., 
New York. 
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“Entire Marketin g Structure 
of the Country Will Be 
Drastically Changed we 


NRA OFFICIAL Higher Wages for Millions” 
SEES NEED FOR says NRA Official 


MUCH RESEARCH 


Changed Merchandising, 
Advertising Predicted We say hurrah, for we have been preach- 


[rseear lea ing for years that national prosperity 


drastically changed by the operation of 
the NRA, petageny = canons, and . 
an entirely new set of values will be re- 

quired for successful selling, Major A. and hi h wages O to ether. 
Heath Onthank, chief of the control 

division, NRA, told the Direct Mail 
Advertising Association at its luncheon 
session here today. 


ifti rkets, and ch i . 
wane nice or aa at We also say: You who seek volume sales 
Onthank as a direct result of four major 
semege sig bay igs My por tg . 
four effects, 1e said, are -employ- q 
sages tor sltiane thas thay hove over today must get today s volume from the 
a —— and ee gw | ( 3 in 
ag in the growth of large incomes to i 
ir for $3 “ani di 
eras ore, eemee 19,000,000 wage-spending homes of 
From mone ee pol ot a 
eee & eae ee America. 
markets which is of prime importance. 
The labor market is generally going to 
receive higher wages than it has in the 
past, and consequently will have a ss Z : 
greatly increased mass purchasing pow- Here we serve you: A concentration of circulation among 
er. beige not only oe - the — 
in toto, but it 1s especially true of vari- es o é 
ous sections of the market, where the wage-earner homes; a circulation method which selects good 
Sie col lam-pechearaanes sad ; 
purchasing habits will change most homes of current spending power—our newsstand sale checks 
“One result of this change in market f 
values will be a change in demand for e . 
certain types of goods. A wider variety spenders 1ssue by issue. 
of necessity goods will be sold to those 
markets. And there will probably —_ : 
on a ace low-scale besle Which be At all times you need wage-earner homes for volume sales— 
— the purchasing range of this 
market. 


Senlier eolented muettems omens at all times newsstand sale checks your wage-earner homes; 


skilled laborers and lower ranks of 


white collar workers will result, Major delivers those with current spending ability. 
Onthank predicted, but the semi-profes- 
sional, professional, Pee yr yo and 
executive groups will find their incomes ‘ ‘ 
increasing much more slowly, and the As a key medium to reach this key market, put True Story on 
incomes of the wealthy classes will ap- > 

proach 1929 levels still more slowly. P ‘ 

“My guess is that the boom market that 34 list. 
for large steam yachts is a long way 
off,” he said. 

“The whole scale of class buying per-: = 
centages should be re-studied and re- 
determined. It was a commonly quoted 
figure that 85 per cent of the entire mar- 
ket was in the lower market groups. 
What will be the effect of the NRA 


wage increases on this figure?” 
—Excerpts news dispatch, 
Advertising Age, Sept. 30, 1933. 


MOST NEWSSTAND - MORE WAGE-EARNER HOMES ¢ NO DUPLICATION 
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Mennen Saves 
On Packaging; 
Uses Premium 


(Picture on Page 24) 

New York, Oct. 26.—Instead of 
spending a considerable amount of 
money on an elaborate package for 
the holiday trade, The Mennen Com- 
pany this year has switched its ef- 
fort to a premium enclosed with the 
men’s gift set consisting of shaving 
cream, powder and balm. 

Money ordinarily spent on an at- 
tractive top for the package has 
purchased smoking-trays sets, which, 
officials of the firm believe, are al- 
ways so much in demand about the 
domicile of a he-man smoker that 
their acceptance as a premium will 
be universal. 

The plan is being executed in the 
form of a test. Strips on comic 
pages of 22 large newspapers will 
herald the offer in December. 

“In the past The Mennen Company 
has gone to considerable pains in 
producing a striking top for its gift 
combination,” an official explained. 
“Last year it contained a Scottie de- 
sign by Morgan Dennis. Our ob- 
servation has indicated that this was 
frequently waste effort, inasmuch as 


the dealer usually removed the cover 
and placed it behind the box, where 
its display value was decreased. This 
year the cheapest kind of slip cover 
for shipping is employed. Women 
ordinarily rewrap the gift with fancy 
paper and ribbons anyway and hide 
the advertiser's effort.” 

The merchandise is placed on 
three sides of the four lithographed 
ash trays, and the entire package 
sealed in a transparent wrapper 
over which the shipping top slips. 


Five for Garfinkel 


Sidney Garfinkel, San Francisco, 
has announced the following new ac- 
counts: Custo Pudding Company, 
Distillers Distributing Corporation, 
Allegretti Candy Company, American 
Frame Bank Company and American 
Transcriptions, Inc. Newspapers, pos- 
ter, radio, trade papers and direct 
mail will be used. 


In Larger Quarters 


The Russell C. Comer Advertising 
Company, Kansas City, Mo., has 
moved to new and larger quarters in 
the Fairfax Building, as the result of 
expanding volume. 


Account for Gray 


Woodward-Wanger Company, Phil- 
adelphia, plumbing specialties, has 
appointed Jerome B. Gray & Co., 
Philadelphia. 


Ohio Advertising 
Agencies Merge 

Mumm-Romer-Jaycox, Ine., and 
Robbins & Pearson Company, Colum- 
bus, O., advertising agencies, have 
consolidated under the name of 
Mumm, Romer, Robbins & Pearson, 
Inc. 

Officers are W. M. Mumm, presi- 
dent, E. C. Blair and H. J. Nichols, 
vice-presidents, M. L. Mullay, secre- 
tary, H. E. Romer, treasurer, and 
Wm. Mumm, Jr., business manager. 
Cc. L. Jayeox recently resigned to 
join the J. Horace Lytle Company, 
Dayton. 


Advertising Law 


Hits Brewers 


New York brewers are planning to 
contest the recent ruling by the New 
York State Alcoholic Beverage com- 
mission which prohibits the use of 
beer advertising signs on walls or 
windows of retail establishments. 

Enforcement of the law will entail 
destruction of many elaborate dis- 
plays, or risking the revocation of 
permits of both retailers and brew- 
ers. 


Campaign for Jell-Well 


The Jell-Well Dessert Company, 
Los Angeles, has launched a new 
campaign, using leading newspapers 
in all coast cities and other impor- 
tant territories. The account is han- 
dled by the Mayers Company. 


Check up o” your 


Write today + ° 


Canada is a rich market . . for these times an ab- 
normally productive one. But it must be sold in its 
own way. The successful media set-up on a branded 
product cannot stop with covering cities. This is a 


country of farms . 


. . farms using nationally adver- 


tised products to the tune of many millions a year. 
A budget omitting the farm press is suffering from 


urbalosis. 


Maybe your business is different. Or are you a 
the urban market should still get all your money: 
For 1934, don’t take the answer for granted. In- 
vestigate! Write today to Consolidated Press, To- 
ronto. Let us show you the latest study of the 


farmer’s buying habits. 
brand against competition. These 


Check up on your own 


figures will give 


you a fresh picture of the sales possibilities of this 
prosperous mixed-farming district . . . a market inci- 
dentally, which is most profitably reached through 


“The Farmer”. 


product 


e 


Che Farmer 


EASTERN CANADA’S RURAL MAGAZINE 
Every issue read in over 85,000 farm homes 


P.O. 3186 


L.A. CLUB ASKS 
PUBLIC AID ON 
MERCHANDISING 


‘Customer Conferences ”’ 
Are Inaugurated 


Los Angeles, Cal., Oct. 25.—The 
first of a unique series of “custo- 
mers’ conferences,” sponsored by 
the Advertising Club of Los An- 
geles, was held in Bovard Audito- 
rium at the University of Southern 
California here Monday evening. 
More than 500 delegates, represent- 
ing 300 outstanding organizations in 
Los Angeles county, attended. 

The object of the sessions is to 
discover from attending delegates, 
through personal experiences of rep- 
resentative men and women, their 
ideas and suggestions to bring 
about recovery through more effec- 
tive advertising and improved busi- 
ness practices. 

Invitations have been sent to hun- 
dreds of women’s clubs, parent- 
teacher associations, men’s service 
clubs, business and _ professional 
women’s clubs, civic and patriotic 
associations in every city, town and 
rural community in Los Angeles 
county, asking that delegates be 
sent armed with information as to 
buying plans of members of their 
individual groups for fall and win- 
ter. 


Plan Exchange of Views 


Speakers at the first session in- 
cluded Dr. Rufus B. von KleinSmid, 
president of the University of South- 
ern California; Carrie Jacobs Bond, 
noted composer; Mrs. Grace Y. Hud- 
son, president of the Southern Cali- 
fornia Federated Women’s Clubs, and 
others. 

According to President Clarence A. 
Lyman of the Advertising Club, the 
idea behind the conferences is to 
give the eustomer “a day in court” 
to explain his reactions to various 
forms of advertising and merchan- 
dising, as well as his shopping pref- 
erences and his plans for major pur- 
chases; and to give merchants of 
the community and their sales and 
advertising managers the customers’ 
viewpoint on all forms of business 
relations. 

One of the highlights of the pro- 
gram was the disclosure of the re- 
sults of a survey, conducted among 
the delegates some weeks before the 
conference, to determine their per- 
sonal reactions to various types of 
advertising practices and methods. 
Questionnaires filled in by delegates 
were tabulated and analyzed by Dr. 
Walter R. Barnum of the University 
of Southern California. 

Here are a few of the consumer 
reactions revealed by Howard 
McKay, Foster & Kleiser, who was in 
charge of this portion of the meet- 
ing: 

What Public Wants 


When offered a substitute for an 
advertised article, 82 per cent are 
unfavorably impressed; 78 per cent 
declared that published testimonials 
do not increase their faith in an ad- 
vertised article; 76 per cent are not 
favorably impressed by advertising 
which claims to be “better than 
others”; 38 per cent of the men and 
65 per cent of the women object to 
suggestive pictures of scantily clad 
women in advertising; 91 per cent 
prefer newspaper advertising with 
illustrations. 

Advertising must state a price to 
interest 67 per cent of those answer- 
ing the questionnaire; 93 per cent 
believe advertising has an educa- 
tional value; 57 per cent of the men 
and 86 per cent of the women watch 
the advertisements for special sales. 

Nine out of ten use their radios 
most in the evening; 73 per cent are 
not attracted by “comic” advertising; 
58 per cent generally read advertise- 
ments received in the mail; 35 per 
cent read advertisements delivered 
at the door, and only 23 per cent 
read circulars thrown in the yard. 


Outdoor advertising is seen more 
often in the daytime than at night 
by 57 per cent; 63 per cent have an 
unfavorable attitude toward install- 
ment buying. 


Committee in Charge 


Walter D. Thurber, Southern Coun- 
ties Gas Company, is chairman of 
the customers’ conference commit- 
tee of the Advertising Club. Other 
members are: 

Irving Brennan, Times-Mirror 
Company; Guy T. Burroughs, Guy T, 
Burroughs, Inc.; C. J. Elsasser, 
Golden State Hospital; Fred Foy, J, 
Walter Thompson Company; F. R. 
Henninger, Sears, Roebuck & Co,; 
Elliott Hensel; C. T. Jamison, Fos- 
ter & Kleiser; E. J. Murphy, Dicta- 
phone Sales Corporation; Herman 
Nater, Bank of America; H. C. New- 
ton, Newton and Murray; Don 
Thomas, All-Year Club of Southern 
California; Leo Tyson, Don Lee 
Broadcasting System; and _ Hollis 
M. Wade, The Tidings. 


Distribution 


Free for New 
Picture Paper 


New York, Oct. 26.—An advance 
copy of Picture Parade for circula- 
tion in advertising circles only made 
its appearance this week. 

The new moving picture magazine 
is published by Life’s Picture Parade, 
Inc., a new company sponsored by 
Life. George W. Quigley, for many 
years with Photoplay, is the origina- 
tor and publisher, and Clair Maxwell 
is president. 

George T. Eggleston is editor; Don 
Herold and Gurney Williams, asso- 
ciate editors. The office of secre- 
tary and treasurer is held by D. Gil- 
patric. Advertising representatives 
are Rawlins & Hunt, Chicago; Her- 
bert N. Williams, Detroit; Samuel 
Gardner, Boston. 

The publisher states the magazine 
will have a free circulation of 3,000,- 
000 copies and that there will be ten 
issues a year with no distribution 
in July or December. 

Delivery will be made by Western 
Union uniformed carriers according 
to a plan of “zoned circulation” to 
selected areas in principal trading 
centers. 


Pick Winners in 
Laundry Contest 


The Dates Laundry Service, Ken- 
more, N. Y., was awarded first prize 
in the class of laundries using ad- 
vertising counsel in a contest spon- 
sored by the Laundryowners Na- 
tional Association for best copy. 

Burkhart’s Laundry, Houston, 
Texas, took first prize for laundries 
preparing their own advertising. 
The awards were presented at the 
fiftieth annual convention held at 
Milwaukee. 


General Forwarding 


to Handle Advertising 


The General Forwarding Company, 
New York, has widened its activities 
to include distribution of advertising 
materials of national advertisers in 
addition to catalogs and directories. 

The new activity includes shipping 
display materials, lithography and 
other bulky advertising by freight to 
central points where branches are 
maintained, from which zone redis- 
tribution can be effected at a saving. 


Nazis Can Take Ads 


An official notice in the Berlin 
daily papers announces that the gov- 
ernment has no objection to the ac- 
ceptance of advertisements from for- 
eign firms domiciled in Germany. 
This followed the refusal of Nazi 
papers to take advertising from for- 
eigners. 


Appoints Distributor 


The Radioart Guild of America, 
Los Angeles transcription producer, 
has appointed Walter Biddick Com- 
pany, Seattle, distributor for the 
northwest. 


New Agency for Fehr 
Frank Fehr Brewing Company, 
Louisville, Ky., has placed its adver- 
tising account with the Procter & 


Collier Company, Cincinnati. 
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= 


a salesman 


ona call like this... . 


_ 1 Ff ' 


in 


CENTRUM RRS aE RCM oot 5 om 


- you listen to our senatorial effusions, 


you'll find yourself believing that every 
banker has an overstuffed wallet, and at least 


one railroad trunk line in his vest pocket. 


But how would you like to sell business 
machines, or trans-Atlantic travel to the 
gentleman described above? You'd dis- 
cover pretty soon what Business Week has 
been preaching since its first issue appeared: 
that titles alone don’t guarantee a thing 7” any 
business. ‘That oomp-thousand “bankers”’, 
and oomp-oomp-thousand “retail execu- 
tives” may make a subscription list look 
pretty big and fertile, but they’re not neces- 


sarily the answer to an advertiser’s prayer. 


Business Week has no huge circulation to 
sell you, at a bargain “rate per-thousand.” 
But we can sell you a most dependable en- 
tree to what, perhaps, is your most fertile 


market today: 


85,000 Key Men of business and industry (not 
to mention their colleagues who read their 
copies)—every one of whom holds a position 
of responsibility in at least ome important 


org antxation. 


Let’s express this 85,000 in more indicative 


terms. It represents wielders of purchasing 
power in the higher strata of American Busi- 
ness. Men whose o k’s are spending many 
times their personal incomes this year for raw 
materials, production equipment, insurance, 
transportation, distribution services—every- 
thing their companies need to do business, 
and do it better than their business competi- 
tors. Men who have the money and the 
desire to live as comfortable and full a life as 


you can offer them and their families. 


These men and their families subscribe to 
many magazines, as you'd suspect. They’re 
interested in golf and yachting and current 


events and good fiction. 


But the head of the house is interested, first 
and foremost, in business. He has to be, in 


these eventful days! 


He has to know the latest news of the NRA, 
of Cuba, of the banking situation, of Russian 
recognition, of all the world-wide happen- 


ings that affect his business and his invest- 


BUSINESS WEEK 


ments. He has to have this news not in 
straight reportorial fashion, but interpreted 
by competent observers in terms of “what 
does it mean to me?” He has to have it fresh 
and up-to-the-minute, with the speed of a 
weekly magazine. He has to have it in brief, 
concise form—he hasn’t the time to wade 
through movie columns and sports news and 


business “‘success stories.” 


In other words, Business Week is ““number 
one” on his reading list. For Business Week 


is fashioned to give the busy executive just 


this kind of editorial service. 


Here, then, is reader interest—regular, week- 
after-week reader interest—plus the financial 
ability to respond to your advertising. Here 
is a selected market of America’s greatest 
wielders of purchasing power—for capital 


goods as well as consumers’ goods. 


Tap this market... tap it with rational 
appeals that can sway these hard-headed, 
straight-thinking men—and you'll be re- 
warded with a “‘straight-from-the-shoulder” 
response possible only where buying power 


is concentrated to the th degree. 


85,000 NET PAID 
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FOOD, DRUG BILL 
CALLED AID TO 
MANUFACTURERS 


Will End Unfair Practices, 
Tugwell Declares 


Washington, D. C., Oct. 24.—Dr. 
Rexford G. Tugwell, assistant secre- 
tary of agriculture, issued a state- 
ment today defending the Copeland 
bill, which contains amendments to 
the food and drugs act, generally 
ascribed to Dr. Tugwell. 


He insisted that manufacturers 
will be protected by the changes 
from unfair competition, and that 
the object of the law is to control 
the minority which may damage 
honest competitors. 


“Changes in manufacturing prac- 
tices and sales procedure have been 
extraordinary since 1906,” said Dr. 
Tugwell. “The modern trend of ad- 
vertising could not possibly have 
been foreseen when the original food 
and drugs act was passed. Honest 
labeling alone, which was required 
by that act, is no longer sufficient 
to give consumers the protection 
against deception in the sale of 
foods that congress intended to pro- 
vide in passing the law.” 

More information than is now 
required will have to be shown on 
the label under the new law, Dr. 
Tugwell points out, and he contin- 
ues: 


Will Aid Manufacturers 


“Consumers are becoming label- 
conscious. Make sure of that. They 
are constantly seeking more infor- 
mation on food labels. A forward- 
looking food industry will meet this 


demand voluntarily and more than 
half-way.” . 

He predicted in his statement that 
manufacturers operating under the 
proposed law will find that it will 
work to their profit through increas- 
ing consumer confidence in their 
products. 

“Canners,” he recalls, “discovered 
the general truth that consumer pro- 
tection is actually profitable to pro- 
ducers in a monetary way. Although 
the canners originally tended to op- 
pose Dr. Wiley’s pure food law, they 
later found that its passage increased 
consumer confidence in the quality of 
canned goods. This rebounded not- 
ably to their profit.” 

Dr. Tugwell pays a tribute to the 
effectiveness of advertising in dis- 
cussing specifically the effect of the 
bill in regulating activities of this 
character. 

“The Copeland bill,’ he said, “will 
apply to general advertising state- 
ments, in whatever medium, the 
same standards of honesty and com- 
plete integrity that the present law 
applies to statements made on pack- 
age labels, plus the additional label 
requirements of the revision. 


Gives Protection 


“The manufacturer, not the pub- 
lisher of his advertising, will be re- 
sponsible in case advertising state- 
ments are false or misleading in any 
particular. This gives honest manu- 
facturers much needed protection 
against the false, or at least imagi- 
natively fanciful and insanely extrav- 
agant advertising claims of their 
competitors, though it will do noth- 
ing, of course, to prohibit trade puffs, 
widely recognized as the advertiser’s 
poetic license in his lyric moments.” 

The statement asserts that dubious 
practices force honest competitors 
into the same errors. 

“The true statement on the label,” 
he explains, “that minerals or vita- 
mins are present, not only gives con- 
sumers unwarranted assurance about 
protection to health, but forces more 
ethical producers to engage in: the 


same dubious practice to protect 
themselves from the unfair competi- 
tion of those not so scrupulous.” 

In closing, he asserts that there 
is abundant evidence that the public 
“wants fraudulent and misleading ad- 
vertising cleared out of the press 
and driven from the air.” 


Self-Medication Allowed 


A press release issued by the De- 
partment of Agriculture quotes Dr. 
F. J. Cullen, drug control chief of 
the food and drug administration, as 
asserting that self-medication will 
not be interfered with by the Cope- 
land bill. This is one of the prin- 
cipal features of the bill now under 
attack. 

“Every mother knows,” says Dr. 
Cullen, “that certain types of cramps, 
colic, or worms in children can suc- 
cessfully be treated in the home— 
given the proper medicines purchased 
at the drug-store. But the labels on 
these medicines should tell the whole 
truth as to their remedial efficacy. 

“Among other minor ailments or 
injuries which often can be success- 
fully handled by self-medication or 
home treatment are coughs, simple 
colds, some burns, cuts, scratches, 
ete. Every experienced mother 
knows how to manage these.” 

The Copeland bill names a long 
list of diseases for which advertised 
products may not be recommended. 


On NRA Staff 


Clarence Francis, executive vice- 
president of General Foods Corpora- 
tion, has been named advisor to the 
food industry on the staff of the na- 
tional recovery administration. He 
will make his office with the indus- 
trial advisory board in Washington. 


Igleheart Elected 


Edgar A. Igleheart, formerly vice- 
president and general manager, 
Igleheart. Bros., Inc., Evansville, 
Ind., has been elected president, suc- 
ceeding the late John L. Igleheart. 
The company is a subsidiary of Gen- 
eral Foods. 


GREETINGS | 


Members of the 


OUTDOOR ADVERTISING ASSOCIATION 
OF AMERICA, Inc. 


CONVENTION at LOUISVILLE, KENTUCKY © 


TRENTON ADVERTISING COMPANY 


rendering an excellent outdoor advertising service in | 


TRENTON, N. J. 


AMBIGUITY OF 
TUGWELL BILL 
IS CRITICIZED 


Jacobs Deplores Apathy of 
Advertising Men 


New York, Oct. 26.—The failure of 
advertising interests to realize fully 
the gravity of the situation which 
enactment of the so-called Tugwell 
bill would create was deplored by 
William P. Jacobs, president of 
Jacobs List, Inc., and secretary and 
general manager of the Institute of 
Medicine Manufacturers in an ad- 
dress before the Advertising Women 
of New York, Inc., Tuesday. Many 
male advertising and agency execu- 
tives attended and seating arrange 
ments were inadequate to accommo- 
date the crowd. 

While stressing the fact he was 
limiting himself to a factual analysis 
of the suggested legislation, Mr. Ja- 
cobs revealed clearly that he does 
not share the optimism still prevail- 
ing in some quarters that the set-up 
would insure continuous application 
of the legislation with constructive 
intent. 

In raising the question as _ to 
whether the Department of Agricul- 
ture is misusing public funds in car- 
rying on propaganda designed to cre- 
ate means for its own aggrandize- 
ment, he implied suggestions where- 
by advertisers could widen the base 
of the opposition to the Tugwell bill. 


Some of Pitfalls 


Painting the scene should the bill 
become law, Mr. Jacobs said that 
should a manufacturer employ a 
copywriter who makes a statement 
under an interpretation which differs 
from the department’s, or should he 
employ a girl at the packaging ma- 
chine who only partially fills a con- 
tainer, or should some other employe 
be guilty of another minor infrac- 
tion, then, under a strict interpreta- 
tion of the law, the manufacturer 
might have his license withdrawn or 
be accused of false advertising or 
adulteration or misbranding and be 
heavily fined or thrown behind the 
bars. 

Agencies and mediums, he noted, 
are exempt from penalties ‘‘provid- 
ing that as accomplices in crime 
they are willing to turn state’s evi- 
dence,” but he emphasized the fact 
that the bill does not protect them 
against inevitable loss of revenue. 

“The bill seeks to cover with un- 
limited authority the control of every 
minute detail of many important 
processes of manufacturing, packag- 
ing, selling, advertising and distribu- 
tion of most of the varying products 
of three major industries,” said Mr. 
Jacobs. “The requirements are so 
complex and exacting as to require 
thousands of inspectors and federal 
police for enforcement and to in- 
volve governmental expense far be- 
yond the possible benefits to be de- 
rived by the consumer. 


Bill Is Ambiguous 


“The bill provides that an adver- 
tisement is false ‘if it is in any par- 
ticular untrue, or if by ambiguity or 
inference it creates a misleading im- 
pression.’ No living man can fairly 
measure the degree of falsity by such 
indefinite terms. No better proof of 
this fact can be had than that the 
very wording of the act itself in- 
volves ambiguities, inferences and 
misleading impressions galore. 

“An advertisement is false in case 
of palliatives unless it carries in 
prominent position the statement that 
the product is not a cure. This in 
spite of the fact that no reputable 
manufacturer now or for many years 
past has claimed to have a cure; in 
spite of the fact that Chief Justice 
Hughes handed down a _ decision 
many years ago outlawing the use 
of the word ‘cure’; and in spite of 
the fact that the department itself 
denies the use of the claim or im- 


plication of a cure on the package. 
Why should a label or an advertise. 
ment for a palliative which makes 
no curative claims be required to 
carry such a sales depressing state- 
ment? 

“An advertisement is false if its 
representations are contrary to the 
‘consensus of medical opinion.’ But 
there is no such thing as consensus 
of medical opinion. Rival schools of 
medicine and individual physicians 
have always disagreed. Under the 
old food and drug act, the depart- 
ment has frequently sought to base 
interpretations on some type of con- 
sensus of medical opinion and the 
courts have repeatedly denied them. 


An Aid to Doctors 


“An advertisement is false if it 
offers a treatment for any one of a 
large list of diseases, most of which 
no reputable manufacturer would of- 
fer a preparation for, but some of 
which are and have for years been 
responding to self-medication. This 
provision is boldly aimed at suppres- 
sion of self-medication, in spite of 
the fact that the high cost of med- 
ical care forces self-care upon mil- 
lions of poorer people who cannot af- 
ford a doctor, except in extreme ill- 
ness. 

“An advertisement is not false if 
it is disseminated to the medical 
profession or if it appears in sci- 
entific journals. How can such an 
advertisement immediately become 
false if it is disseminated through 
the lay or secular press?” 

Mr. Jacobs said he was struck with 
the drastic penalties provided. 

“Enactment of the law,” he de- 
clared, “would curb ambition, de- 
stroy initiative, increase manufac- 
turing costs to impractical levels and 
force three major industries into a 
process of gradual liquidation.” 


Sunset System 
Expands Plant 


San Antonio, Tex., Oct. 26.—An- 
nouncement has been made of the 
purchase of the outdoor advertising 
plant of the Texas Outdoor Advertis- 
ing Company in San Antonio by the 
Sunset System, San Antonio, effec- 
tive Oct. 31. 

The purchased plant includes both 
poster and painted bulletin displays, 
and gives the Sunset System one of 
the most complete outdoor plants in 
the southwest. 

The merged plant will be managed 
by K. A. Shults. 

The Sunset System is a subsidiary 
of the Packer Corporation, of Cleve- 
land, one of the leading outdoor ad- 
vertising operators of the country. 


Two for Griffin; 


Has New Department 


Griffin Advertising, Inc., Cleveland, 
has been appointed to handle adver- 
tising of the Park Lane Hotels Com- 
pany, for which it is using maga- 
zines, newspapers, radio, and direct 
mail, and the Ohio Farmers Coopera- 
tive Association, using billboards, ra- 
dio, hewspapers and direct mail. 

The agency has just opened a ra- 
dio department which will be in 
charge of C. F. William Bamberg, 
formerly of WHK, who is a new vice- 
president. Elizabeth Dunn Pearce, 
formerly with Hildreth Radio 
Agency, Detroit, will assist him. 


With “F. T. D. News” 


Paul Cooper, formerly with Evans- 
Winter-Hebb, Detroit, and Stair-Jor- 
dan-Cerre, Inc., has been appointed 
advertising manager of “F. T. D. 
News,” official publication of the 
Florists’ Telegraph Delivery Associa- 
tion. He succeeds Miss Christine 
Dawson, former president of the 
Women’s Advertising Club of Detroit. 


Garter Firm Appoints 

Condor Products, Inc., 
maker of “Scotch Garters and 
Braces,” has appointed Moser & Cot- 
ins, Inc. Magazines and trade papers 
will be used. 


Gets Brewery 


The Moss-Chase Company, Buffalo, 
has been appointed to handle adver- 
tising of William Simon Brewery, 
Buffalo. 
be used. 


Newspapers and radio will 


Buffalo, - 
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ADVERTISING AGE 


| squor \dvertis Ing 


THE 
( \HICAGO | RIBUNE 


will zor accept 


TeTT) 


Advertisements of whisky, brandy, gin, rum and similar 
liquors will not be accepted by the Chicago Tribune 
with the repeal of prohibition. 


Because it does not subscribe to the doctrine of 
unlimited custodial prevention as a substitute for self- 
restraint, the Tribune fought prohibition from the start. 
It has persisted in its stand. 


Now, with sweeping victory at hand, it might be 
expected that the newspaper which dry zealots arraigned 
as “America’s wettest newspaper” could with consist- 


ency accept liquor advertising. 


The Tribune will not accept such advertising. Long 
before ratification of the Eighteenth Amendment the 
Tribune refused to accept it. Many of the methods 


then used to promote the sale and use of liquor were 
such that the Tribune did not wish to have any part 
in the business. 


The new means to be employed to distribute liquor, 
if and when the Eighteenth Amendment is repealed, 
have yet to be developed and put into practice. 
Whether they will prove helpful in promoting temper- 
ance cannot now be told. The Tribune feels it will 
serve its readers best by closing its columns to adver- 


tisements of whisky, brandy, gin, rum and similar liquors. 


It will accept advertisements of wines and beers. It 
does not advocate their use, but believes it is preferable 
to the liquor and cocktail habits developed during 
prohibition. 


Chicago Tribune 


WORLD’S GREATEST NEWSPAPER 
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RAILROAD HEAD 
TALKS TO WEST 
IN ADVERTISING 


Tonnage Jumps. in Remark- 
able Campaign 


St. Louis, Mo., Oct. 26.—With rail- 
roads clamoring for relief from what 
they regard as unfair competition, 
M. H. Cahill, chairman of the board 
and president of the Missouri-Kansas- 
Texas Railroad has proved that the 
remedy lies in their own hands. 

In a gigantic newspaper campaign 
in the southwest, President Cahill 
made shrewd localized appeals based 
on his knowledge of the psychology 
of the population. Each advertise 
ment contained a coupon inviting the 
reader to reply directly to Mr. Ca- 
hill and giving assurance that each 
telegram or letter would receive his 
personal attention. 

The coupons pledged the writer to 
use Katy service—either freight or 
passenger. More than 6,500 coupons 
were received following appearance 
of the first advertisement Aug. 9 and 
tonnage reflected this situation. The 
company’s carloading for August in- 
creased 321 cars over the correspond- 
ing month of 1932, and its share of 
the total freight jumped several per 
cent. 

The Texas subsidiary operating a 
free pickup and delivery service on 
less than carload lots enjoyed the 
largest August in its history: 7,189,- 
885 pounds as against 4,919,794 for 
August, 1932. An even larger in- 
crease was made in September. 

The campaign ran in full pages in 
750 dailies, with 250 weeklies carry- 
ing 50-inch copy. Intensive solicita- 
tion by the company’s salesmen ac- 
companied the advertising. 

The new business was not merely 
taken from competing roads. In 


many instances, it represented ship- 
ments by rail which in the past had 
been made by truck or water. In 
other cases, the additional volume 
was created by the confidence and 
good will established by the adver- 
tising. 


Salesmen Follow Copy 

The advertising theme employed 
is the service record of the Katy 
in developing the southwestern ter- 
ritory, with a strong appeal to the 
westerner’s innate love of fair deal- 
ing and willingness to assume per- 
sonal responsibility on behalf of a 
friend. 

To present both sides of a picture, 
the copy released in St. Louis tells 
of markets for the city’s industries 
created by the prowess of this rail- 
road. The copy used in Texas news- 
papers on the other hand, relates 
how the railway made St. Louis and 
other markets available to that sec- 
tion. In the copy appearing in St. 
Louis it is said of the southwest, 
“Its economic history dates from 
1870, when Katy rails pushed across 
the plains ahead of the settlers, 
ahead of the progress, wealth and 
purchasing power which they were 
to make possible.” 

The story is told frankly with no 
apology for asking the support of 
the people. 

“All railroads must operate daily 
or a national calamity would exist. 
So vital is the need for this trans- 
portation service that if the railroads 
cannot operate on their own money, 
the people must advance it them- 
selves, in desperate self-defense. 


Bore Own Burdens 


“The Katy is gratified and proud 
to tell the people that it is one of 
the very few railroads in the whole 
country and the only one in the 
southwest which has stood firmly on 
its own feet, defied without wavering, 
the deadly undermining influences of 
the depression and has not put onto 
the people the burden of maintaining 
a service without which they would 
surely perish.” 

Mr. Cahill tells the story of the 
Katy in a kind of informal plat- 
form: 

“(1) The Katy has sought none of 


MODERN 
BREWERY 
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Shrewd advertisers 
avoid waste. Compare 
exclusive accounts in 


13 brewery journals... 
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205 E. 42nd St., New York City - 333 N. Michigan Ave.,Chicago 


NATIONAL BREWERY MAGAZINE 
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PRESIDENT CAHILL MAKES PERSONAL PLEA 


TEXANS/ 


Your Response to My 
Appeal is Amazing 


On Behalf of Every Katy Employee | Thank 
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Here’s How YOU 
Can Do Your Bit 


You for the Magnificent Support You are Giving 
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MISSOURI-KANSAS-TEXAS LINES 


Personalized messages from the president of the "Katy" to residents 
of the territory served have proved most effective in increasing both 
freight and passenger traffic. 


the people’s money, 
governmental agency. 

“(2) The Katy has unflinchingly 
paid taxes and other bills. 

“(3) The Katy has maintained its 
southwestern identity, free from 
mergers and influences that destroy 
individuality. 

“(4) The Katy has actually im- 
proved its facilities and service 
through the darkest days of the de- 
pression.” 

Anfenger Advertising Agency, St. 
Louis, handles the account. 


through any 


Ronson Lighter 
After Share of 
Holiday Trade 


Newark, N. J., Oct. 26.—Seeking 
its share of the holiday trade, Art 
Metal Works, Inc., maker of Ron- 
son lighters for cigarettes and ci- 
gars, has launched a national drive 
which will run until Christmas. 

National magazines and rotograv- 
ure sections of newspapers in metro- 
politan areas will carry the brunt of 
the campaign, with display cards 
and other point of purchase material 
coming to the aid of dealers. 

National magazines to be used in 
the campaign include Collier’s, The 
Saturday Evening Post, McCall's, 
College Humor and Sense, Time, Cos- 
mopolitan, Vanity Fair and the New 
Yorker. 

Newspapers which will get roto- 
gravure copy include Cincinnati En- 
quirer, Louisville Courier-Journal, 
Denver Post, Milwaukee Journal, In- 
dianapolis Star, Kansas City Journal- 
Post, Minneapolis Tribune, St. Paul 
Pioneer Press, Detroit Free Press, 
Boston Herald, Buffalo Courier Ex- 
press, Hartford Courant, Springfield 
Union and Republican, Toledo Times, 
New York Herald Tribune, and AIl- 
bany Knickerbocker Press. 


Place Co-op Copy 


Seven Oklahoma City laundries are 
using cooperative copy in the daily 
papers to advertise a new “washing 
machine laundry service,” in an ef- 
fort to overcome home equipment 
competition. 


D’Arcy Has Champagne 

The D’Arcy Advertising Company, 
St. Louis, which handled the account 
of Cook’s Imperial Champagne for 
many years before prohibition, has 
been re-appointed. Class magazines 
and business publications will be 
used, 


Savings Make 
Richer Lives, 


Banks’ Theme 


New York, Oct. 26.—Not only a ne- 
cessity to bare living but one to suc- 
cessful living is the savings bank, 
the savings banks of Manhattan, 
Bronx and Westchester boroughs 
told newspaper readers this week in 
a 1,000-line cooperative advertise- 
ment. 

The “successful living” copy, 
which is in harmony with the theme 
of the recent financial advertisers’ 
conference on public relations, which 
recommended more educational work 
concerning bank functions and serv- 
ices, has appeared in the Sun and 
World Telegram, and will appear in 
other New York newspapers. 

Newell-Emmett Company placed 
the copy, which is part of a series 
appearing in the leading metropoli- 
tan papers about once a month. The 
series is financed by an association 
of savings banks located in the three 
boroughs. 

Four adjacent photographs illus- 
trated the message that successful 
living depends on income (business), 
shelter (home), food (market) and 
savings (savings bank). 

“Income, food and shelter make 
living possible,” the savings banks 
said. “Saving makes living success- 
ful.” 


Ann Weiszbrod to 
Represent P. I. B. 


Ann Weiszbrod, formerly with 
Advertising Record Company and 
other statistical organizations in the 
advertising field, has been named 
western representative of Publishers 
Information Bureau, New York. 

Miss Weiszbrod’s offices will be at 
185 N. Wabash Ave., Chicago. 


Donahue & Coe Expand 


Donahue & Coe, Inc., New York 
agency, has leased the entire 21st 
floor of the Paramount Building for 
occupancy early next month. The 
new layout contains over 10,000 
square feet of floor space, being more 
than twice as large as present offices. 


Two for Ayer 


N. W. Ayer & Son, Inc., has been 
appointed to handle the advertising 
of Red Star Yeast & Products Com- 
pany, Milwaukee, and Martin-Senour 
Company, Chicago, maker of paints, 
lacquers and brushes. 


IMPROVED VAULT’ 


ADDS NEWS TOUCK 
TO CLARK STORY 


Lightens Task of Writing 


Grave Vault Copy 


Chicago, Oct. 26—The advertising 
task of Clark Grave Vault Company, 
Columbus, O., always a difficult one, 
will be somewhat easier this year 
than in the past. 

For Clark has a new and greatly 
improved product which allows it 
to feature a news element in its 
consumer copy, copy which must be 
attention-compelling and _ prestige- 
building enough to justify its being 
run, and yet must be quiet and re 
strained enough to avoid the slight- 
est possibility-of giving offense. 

The new product, known as the 
“Custodian,” is a metal grave vault 
made in one piece, the only metal 
grave vault made in this manner. 
To make the one-piece product it 
was necessary to develop a giant 
hydraulic press, capable of exerting 
4,000 tons pressure, as well as spe- 
cial dies and other special equip- 
ment. 


Using Many Magazines 


The story of the new Clark prod- 
uct, as well as of the older items in 
the line, will be told to the public 
throughout the fall and winter with 
an impressive schedule of advertis- 
ing in a long list of general, wom- 
en’s, small town and rural, farm, 
fraternal and religious magazines, 
with funeral directors being urged 
to back up the national drive 
through use of local newspaper 
space, mats for which are supplied 
by the advertiser. 

Publications in which space rang- 
ing from full pages down to frac- 
tional columns will be used, in- 
clude: 

American Magazine; Better Homes 
and Gardens; Christian Herald; For- 
tune; Saturday Evening Post; Farm- 
ers Wife; MHolland’s Magazine; 
Household Magazine; Woman’s 
World; Delineator; Good House- 
keeping; 

McCall’s; Ladies Home Journal; 
American Legion Monthly; Co- 
lumbia; Elks Magazine; Capper’s 
Farmer; Country Gentleman; Coun 
try Home; Progressive Farmer; 
Southern Agriculturist; Successful 
Farming; 

Extension Magazine; Expositor; 
Christian Leader; Christian Ob- 
server; New Orleans Christian Ad- 
vocate; North Carolina Christian 
Advocate; Presbyterian of _ the 
South; and Southern Churchman. 


Follow Tested Copy 


The advertisements in most re- 
spects will follow the well-defined 
plan worked out in past campaigns, 
larger space showing illustrations 
of elderly people, with the text de- 
veloping the idea that some measure 
of satisfaction has been granted to 
the survivor through the knowledge 
that a Clark metal grave vault is 
protecting the remains of the loved 
one. 

The smaller space advertisements 
are devoted mainly to pointing out 
that “you may lose a friend at any 
moment and be instantly called upon 
to take charge.” The reader is 
urged to get a copy of “My Duty,” 
a booklet which will provide assist- 
ance in the crisis. 

All of the advertisements in the 
1933-34 series, however, devote a 
considerable amount of space to the 
new “Custodian,” this particular 
vault being featured in the signature 
of all copy, as well as frequently 
being illustrated in the text. 


New Agency in L. A. 


Hixson O’Donnell-Seymour, adver- 
tising agency, has been formed in 
Los Angeles by Robert M. Hixson, 
formerly with the Times-Mirror Com- 
pany; Hume Seymour, who was for 
four years with Lord & Thomas, and 
Julian E. O’Donnell. Offices are at 
662-4 Subway Terminal Bldg. 
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October 28, 1933 


ADVERTISING AGE 


@ SECOND PRIZE 


® THIRD PRIZE 


THE NEW OLDSMOBILES 
ARE KNocKoUTs! (> 


“ sTRAIGHTO 


PONTIAC 


SIX OUT OF A TOTAL OF FOURTEEN AWARDS 
COME TO CAMPBELL-EWALD 


For the third consecutive year, Campbell-Ewald Company has con- 
clusively demonstrated its leadership in the Outdoor Advertising Field. 


The Fourth Annual Exhibition of Poster Art was held in Chicago during 
the week of October 16th, and again for the third time, more than forty 
per cent of all prizes awarded were won by Campbell-Ewald posters. 


Over the three-year period Campbell-Ewald has won — 


5 out of 9 Major Prizes 
10 out of 31 Honorable Mention Awards 


The Major Prizes consisted of two firsts, two seconds and one third. 


In this year's exhibition, posters designed by Campbell-Ewald for its 
clients won— 


2 out of 3 Major Prizes Z 
4 out of 11 Honorable Mention poner 


Three hundred and twenty-five posters were displayed. Twenty were 
submitted by Campbell-Ewald, and of these twenty, eighteen were 
selected by. the judges for a place among the One Hundred Best 
Posters of the year. 


Campbell-Ewald Company, in addition to its outstanding newspaper, 
magazine and radio advertising service, its merchandising and sales 
promotion service, and its product and package design department, 
enjoys the distinction of placing more outdoor advertising than any 
other advertising agency. 


ADVERTISING WELL DIRECTED 


CAMPBELL-EWALD 
COMPANY DETROIT 


H. T. EWALD, PRESIDENT 


New York Chicago EPS, BIE Terente Montreal 
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ADVERTISING AGE 


October 28, 1933 


Libby Glass Account 
Goes to J. M. Mathes 


J. M. Mathes, Inc., New York, has 
been appointed by Libbey Glass Man- 
ufacturing Company, Toledo, O. The 
company manufactures a complete 
line of glassware for hotels, restau- 
rants, and soda fountains, as well as 
glassware and crystalware for the 
home. 

Charles R. Marshall joined the 
agency this week as account execu- 
tive. He was formerly associated for 
eight years with N. W. Ayer & Son, 
Inc., and prior to that operated his 
own food brokerage business in Bos- 
ton. 


Miss Hillyer Joins 
“American Spectator” 


Edvarndine Hillyer has been ap- 
pointed Chicago representative of 
The American Spectator, New York, 
and will have her office in the Palm- 
olive Building. 

Amy Vanderbilt, advertising man- 
ager of the literary newspaper, has 
announced representation by the res- 
ident sales staff of Tower Magazines, 
Inc., in San Francisco and Los An- 
geles. 


Chair Firm Picks Houck 


Tomlinson “Chair Manufacturing 
Company, maker of furniture and re- 
productions, has appointed Houck & 
Co., Advertising, Roanoke, Va. 


Short Symphony 
Series Planned 
By Chesterfied 


New York, Oct. 26.—Breaking com- 
pletely away from the theory which 
has held complete sway heretofore, 
that symphonic music of a high type 
could not be presented in short per- 
iods, Liggett & Myers Tobacco Com 
pany will launch a series of 15-min- 
ute broadcasts featuring Leopold 
Stokowski and the Philadelphia Sym- 
phony Orchestra over a CBS network 
late in November. 


New Type Program 


Actual starting date of the pro- 
gram has not yet been determined, 
the tentative date being set as “not 
later than Nov. 27.” 

The Philadelphia musical organi- 
zation, famous throughout the world, 
will be heard six times weekly for 
15 minutes, at 9 p. m., EST. They 
will not be on the air on Sundays. 

“No orchestra of the calibre of 
Stokowski’s has ever attempted quar- 
ter-hour concerts before,” Columbia 
Broadcasting System declared in an- 
nouncing the experiment. “Through- 
out the history of symphonic music 


it has never been feasible to pre- 
sent public performances in concerts 
of less than an hour’s duration. 

“The presentation of these unique 
eoncerts six nights weekly will re- 
quire a totally new type of program 
building. There are few if any 
classic symphonies capable of per- 
formance in 15 minutes, and the li- 
brary of tone poems brief enough 
for such broadcasts is extremely lim- 
ited.” 

As a result, Stokowski plans to 
“link each concert to the concert of 
yesterday and tomorrow. They will 
not be separated but will be like 
links in a continuous chain,” the 
conductor explained. 

The regular public performances 
of the orchestra will continue to be 
broadcast as a sustaining feature. 


Account for Klein 


Gallagher & Burton, blenders of 
whiskies, are planning a large cam- 
paign for Black Label Rye Whisky 
and White Label Scotch Whiskey. 
Philip Klein, Inc., Philadelphia, is in 
charge. 


Appoints Rossiter 


The Theatre Screen Corporation, 
Roosevelt, N. Y., maker of Vocalite 
and Chromolite Sound Screens, has 
named Ralph Rossiter, Inc., New 
York, as advertising agent. 


HAIR CAN MATCH 
DRESS OR MOOD 
NOW, IT SEEMS 


New Gadgets for Feminine 
Toilet Seen at Show 


New York, Oct. 26.—Feminine visi- 
tors to the American Beauty and 
Styles Exposition at the Grand Cen- 
tral Palace this week were thrilled 
with discovery of a new hair color- 
ing which enables one to change 
the color of the hair several times 
a day if desired. 

The eager seekers after beauty 
also noted approvingly that the on- 
ward march of science and inven 
tion has reached the mechanization 
of powdering and manicuring, the 
addition of wholesome vegetables 
and mineral salts to skin foods, and 
the perfection of indelible lipskick 
and permanent rouge. 

Demountable finger nails and eye- 
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.. . HERE’S WHERE YOU CAN BUY THAT ADVERTISED BRAND” 


“Where to Buy It” Service makes your 
dealers easy to find, singles them out from 
the crowd. Prospects who want your brand 
locate it easily and quickly—they simply 
look for the trade name of your brand in 
the classified telephone book. There they 
find names, addresses and telephone num- 
bers of your authorized local dealers. 

The result is increased sales... less sub- 
stitution at the point of sale. Your advertis- 
ing will be more productive — particularly 


if that advertising specifically directs pros- 
pects to their local directory for the dealer 
listings under your trade name. 

Many national advertisers, as well as smaller 
sectional manufacturers, are using “ Where 
to Buy It” and are finding it profitable. 

Trade Mark Service Manager, American 
Telephone and Telegraph Co.; New York 
address, 195 Broadway (EXchange 
3-9800); Chicago address, 311 West 
Washington Street (OF Ficial 9300). 


“THE CLASSIFIED PAGES TELL WHERE TO BUY 
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lashes, introduced at the last show 
by confident proprietors, sure in the 
knowledge there is no such thing as 
too much trouble for beauty’s sake, 
encountered an extensive and, to all 
appearances, permanent market, it 
was reported. 

Distribution developments in the 
beauty shop field revealed by a cen- 
sus of exhibitors show a _ trend 
toward the addition of new, related 
products, preparations for personal 
feminine hygiene being a favored 
group. J. J. Switzer, sales manager 
of Philip Morris & Company, Ltd., in 
charge of his company’s booth, had 
an interesting story to tell of the 
cooperation received from _ beauty 
shops in connection with a new sam- 
pling plan.on Philip Morris cigar- 
ettes. 

Made to Order 


Armand Blatt, maker of the new 
hair coloring, which is quickly ap- 
plied with a special home applicator 
and is removed by shampooing, be- 
lieves it will be in demand by those 
who take their beauty’ culture 
earnestly. 

“It is possible for a woman using 
this preparation to change the color 
of her hair three times during an 
evening,” said Mr. Blatt with the 
gravity befitting the bearer of mo- 
mentous news. 

“If she has a dinner engagement 
with a gentleman who prefers red 
hair, she can apply red coloring. 
For her theater date she can change 
it to stripes, if her escort likes the 
unusual. For her cabaret date she 
may make her hair blue if her gown 
is blue, or any other color that 
matches her gown.” 

Mr. Blatt, who also owns Nu- 
Sheen and other nationally adver- 
tised cosmetics, said the reaction to 
the new hair coloring this week in- 
dicated the advisability of prompt 
advertising. 

Copy may include mention of his 
other hair styling novelties, such as 
“two-tone” hair and “zebra stripes.” 
The imminence of repeal suggests 
names such as silver champagne, 
yellow chartreuse and claret for 
some of the new hair hues. 

These colorings can also be used 
to stencil designs and ornaments on 
the hair. 


Personal Spray Painting 


The powder-puffer is an electric 
device which sprays powder on the 
skin, much as a_ paint-sprayer 
shoots enamel onto a metal surface. 
It’s a great convenience and time 
saver for the no-powderline job, 
especially when covering the inac- 
cessible areas, the makers report. 

The manicuring machine on ex- 
hibit by the Stuart Electric Mani- 
cure Corporation, Cleveland, O., 
grinds and polishes nails in a frac- 
tion of the time required by hand. 
It will be several months before the 
owners can catch up with shop 
orders and turn their attention to 
the home market. 

Mr. Switzer has found he can do 
large-scale sampling on _ Philip 
Morris cigarettes at almost no ex- 
pense by supplying beauty shops, 
restaurants and theaters of the bet- 
ter kind with individual packets of 
two cigarettes imprinted with their 
name. The cooperating agency pays 
the full wholesale price for the cig- 
arettes and uses them to compliment 
patrons. More than 100 establish- 
ments in the metropolitan area have 
ordered. 


“Physical Culture” 
Prints Radio Feature 


Sayles Taylor, creator of “The 
Voice of Experience,” the extraordi- 
narily successful chain radio pro- 
gram sponsored by Wasey Products, 
Inc., New York, has joined Physical 
Culture, New York, to conduct a per- 
sonal problem department in the 
magazine similar to his radio fea- 
ture. 

The magazine department, which 
will use the same title as the radio 
program, will take up the more im- 
portant personal problems presented 
for Mr. Taylor’s solution more thor- 
— than is possible in the broad- 
cast. 


New Job for Rosenstein 


Bernard H. Rosenstein has joined 
H. & J. Shapiro Co., 
printing papers, 


New York, 
as manager in 


charge of sales. 
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Feenamint Expands Radio 


The Feen-A-Mint west coast spot 
radio campaign, produced and placed 
by Jean V. Grombach, Inc., New 
York, through William Esty and Co., 
New York, acting for Health Prod- 
ucts Corporation, Newark, N. J., is 
undergoing rapid expansion to in- 
clude additional major stations. 


S. E. Pratt Dies 


Stillman F. Pratt, vice-president of 
the Braintree Observer Publishing 
Company, died Oct. 23 at his home 
in Boston, aged 70. 


Agent for Radio Firm 


Radio & Television Institute, Inc., 
Chicago, has reappointed Simmonds 
& Simmonds, Inc., to handle its ad- 
vertising. 


Gold Medal to 
Seek Name for 
Another Cake 


Buffalo, N. Y., Oct. 26.—Results 
from its first cake-naming contest 
having proven unusually successful, 
Washburn-Crosby Company will 
launch a similar contest early in 
November, it was learned here to- 
day. 

Entries in the new contest, in 
which a name for an orange-cocoanut 
layer cake will be sought, will close 
Nov. 19. The contest will be an- 
nounced on the back covers of the 
December issues of Pictorial Review 
and McCall's, and the Nov. 4 issue 


of The Saturday Evening Post. Other 
publications which will carry an- 
nouncements of the contest include 
Prairie Farmer, Chicago Tribune, 
and New York News. 

Elaborate window, counter and 
floor displays for dealers will also 
herald the contest, in which 936 
prizes will be distributed. 

Contest entrants are required to 
send in with their suggested names 
the folders for Betty Crocker recipe 
sets which are given away with 
packages of Gold Medal “kitchen 
tested” flour, or hand-drawn colored 
facsimiles. 


Beemer at WXYZ 


Brace Beemer has been named 
manager of WXYZ, Kunsky-Trendle 
Broadcasting Corporation, Detroit. 


Girl Publisher Has 
“Yankee Tatler’ 


The Yankee Tatler, a monthly 
class magazine, covering social ac- 
tivities in Boston, has been started 
by Alyce Siemens, former “Winchell” 
for the Boston American. 

Offices are at 260 Tremont Street, 
Boston. 


Has Chicago Office 


William E. Mackelfresh, Jr., Inc., 
Cincinnati advertising and art stu- 
dio, has opened an office in the Palm- 
olive Bldg., Chicago, to serve clients 
in the Chicago area. 


Hotels Name Ingalls 


Hotels Lenox-Brunswick, Boston, 
have appointed Ingalls-Advertising, 
Boston. 


SHADOWS GET No HoLIDaAYs: 


AKE, for example, the case 
Tes Mrs. J. Biddleton 


Whupp. It is incredible the 
number of stores she can pat- 
ronize in a single day. What 
with telephone calls to inac- 
cessible stores, and advertising 
coupons to be clipped, the 
shadow of her husband, Mr. J. 
Biddleton Whupp, is extreme- 
ly busy every single day of the 
month. 

The shadow gets no holiday, 
for he must keep pace with the 
restless mind of Mrs. Whupp. 
Does she order peaches for 
breakfast? The shadow nudges 
her and suggests his favorite 
Heart O” Corn cereal to go with 
them. Does she write for a rec- 
ipe booklet on reducing diets? 
The shadow himself suggested 
it (delicately, of course). And 
so on down the list. 

Is there a product that 
women buy without having in 
mind the prejudices and pref- 


erence of their husbands? Food? 
Clothes? Drinks? Cigarettes? And 
when it comes to the less frequent 
purchases like radios, vacuum cleaners, 
vacation trips, automobiles, refrigera- 
tors, and such, she does more than 
buy the thing she hopes he too will 
like—she goes into Family Conference 
with him. And until they both agree 


on the product, the purchase is not 


made. 


Shrewd advertisers, knowing this 
daily buying ritual, and the constant 
influence of the shadow in it, insist on 
keeping their story on the Whupp 
living room table, not 1 day per 
month, or 7 days a month, but 30 
days per month—every buying day. 


And, mindful of the Family Confer- 


ence, tell their story not to Mrs. 


You'll like “THE BOOMER- 
ANG CLUE” by Agatha 
Christie, the complete $2.00 
book-length novel printed in 
Redbook’s November issue. 
Over 50,000 words added to 
the regular contents. At your 
newsdealer’s. 


Whupp alone but to Mr. Whupp as 
well, thus insuring acceptance for 
their products. 

Put your advertisement in Red- 
book, a monthly magazine, and your 
advertisement lives longer. For Red- 
book is valuable enough so that it is 
kept, not thrown away at the end of 
a week or a day. (Now in each copy 
is printed a $2.00 book-length novel 
in addition to the regular features.) 
And in Redbook you put your story 
where both husband and wife can see 
it. Costs you more? Costs you less per 
thousand than you pay to reach one 
sex alone through other media. 

Sell the family and you sell all. Red- 
book Magazine, 230 Park Avenue, 
New York City. 


THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 


WASH QUALITIES 
OF FABRICS TO 
BE GUARANTEED 


Laundryowners Set Up New 
Testing Service 


Joliet, Ill., Oct. 26—An important 
new plan under which the launder- 
ing qualities of fabrics will be 
tested, and those which conform to 
requirements will be allowed to use 
a “laundry-tested” label has been 
worked out by Laundryowners Na- 
tional Association and producers of 
washable materials. 

Under the plan, sample swatches 
of each lot of material as it goes 
through the converter’s plant will 
be submitted to the American Insti- 
tute of Laundering, operated here 
by the Laundryowners National As- 
sociation. They will be tested for 
shrinkage, color fastness and dura- 
bility. In addition, 15 to 20 mem- 
bers of the laundryowners’ associa- 
tion in various sections of the coun- 
try will purchase finished garments 
and submit them to the testing lab- 
oratory here for analysis. 


Plan Already Working 
Fabrics which measure up to the 


‘required specifications will be per- 


mitted to carry a label asserting that 
they are “laundry tested,” and manu- 
facturers of these fabrics will be 
given permission to feature this test- 
ing and approval by American Insti- 
tute of Laundering in advertising 
and promotion. 

Two converters—Robert McBrat- 
ney & Co., Inc., and Turner Halsey 
Company, both of New York—are 
already employing the “laundry 
tested” label. Other producers will 
be permitted to use the phrase after 
suitable testing arrangements have 
been made. For an experimental 
period, it is planned to limit the 
tests to licensees of the Sanforized- 
shrunk process controlled by the 
Sanforizing Division of Cluett, Pea- 
body & Co. 


To Advertise Label 


Endorsement of the new hook-up 
between laundries and textile firms 
was given by the board of directors 
of the Laundryowners National As- 
sociation at the organization’s 50th 
anniversary convention in Milwau 
kee last week. Byron G. Moon of 
‘he Byron G. Moon Company, New 
York, was named as counsel in a 
promotional capacity for the “laun- 
dry tested” program, and will work 
with textile manufacturers and con- 
verters in supervising the applica- 
tion of the institute’s seal of appro- 
val. 

Advertising of this endorsement 
has already begun in the trade press, 
and it is expected that it will be 
extended to consumer mediums 
shortly. 

“This identification plan marks a 
really constructive forward step,” 
declared George H. Johnson, director 
of the department of research for 
the Laundryowners National Associa- 
tion. “For many years, laundries 
have had to ‘take the rap’ for fabrics 
advertised as washable, which 
shrunk, faded or fell apart while be- 
ing laundered. 


Back to the Source 


“With the present trend toward 
quality buying, the average woman 
is insisting upon color  fastness, 
avoidance of undue shrinkage, and 
wearability. But she is wary of ad- 
vertised claims that ‘come out in 
the wash.’ 

“We have tried to educate the 
housewife to buy quality goods and 
we have tried to educate the re- 
tailer to recognize his respensibility 
in offering as ‘washable’ or ‘pre- 
shrunk’ or ‘fast color’ materials 
which could not survive even a light 
drizzle of rain. Now we are going 
back to the source in endeavoring to 
eliminate complaints, and while it 
will be a slow process, it should be 
effective.” 
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We have an 


ew BLIGAI ION | 
= | 
be 
nto | 
ton To those advertisers + To the owners of Out To the advertising 
bg whom we have served. They have door Advertising plants operating agemts who, recognizing a re- 
ches recognized the advantage of coor- in over 18,000 cities and towns in sponsibility to their clients, have 
a dinating all of their advertising the United States. They have built for nearly twenty years given their 
oon efforts through one channel. They a national, standardized and gen- unselfish support to an ideal. To- 
Ae have realized the necessity of a erally recognized medium of adver- day they see complete realization 
wd highly specialized and unbiased tising which exists entirely by vir- of that ideal through the Bureau, 
cia: service in Outdoor Advertising. tue of its advertising value and their own organization. 
ae For these advertisers the Bureau without any other sustaining force For many years the fight was for 
aa performs, at no additional cost, a or influence. a principle, with very slight pros- 

unique and valuable service in ad- We pay tribute to those far- pect of profit. At times the obsta- 
ho dition to that which an agency per- sighted leaders and to all the others cles seemed almost insurmountable. 
— forms individually. This is made who have through organization The principle was sound and the 
Fons possible by the Bureau’s great vol- and cooperation built a type of agents gave their support unsel- 
aed ume of business which comes from business which is without parallel fishly. As a result, there is now 
me cooperative effort of agencies and in the history of industry. offered to all advertisers and agen- 
Isey advertisers. We are proud to have had a con- cies with reasonable standards and 
ar Everything that the Bureau has structive part in the whole process qualifications an opportunity to 
car to offer is available to any adver- of evolution which has produced a use the medium of Outdoor Adver- 
= tiser, and to those advertisers who national medium of advertising tising through the Bureau with 
— are not securing a complete service and has made it available to the ad- confidence and efficiency. 
ho we will gladly present full in- vertiser in the simplest and most 

formation. economical way. 
_ We will continue to avoid de- 
rms structive tactics, because we have 
As- proven over a period of many years 
a that a frank and honest policy, with 
i due regard for the rights of others, 
tng pays adequate and sometimes unex- 
ree pected dividends, especially to the 
= a $ advertiser. 
= 
. ; T HE National Outdoor Advertising Bureau, Inc., is a The Bureau has no financial interest in any outdoor adver- 
Sa non-profit cooperative organization, owned in its entirety by tising plant. It has earned however the complete confidence, 
ol more than two hundred leading advertising agencies. respect and cooperation of all plant owners and is their prin- 
fond Its sole purpose is service (one) by furnishing complete, cipal source of business. 
ries | accurate and unbiased information to agency members and ; # 0 weet pak agecndednaibossvibs Cuomeee ote 
rics J see . . : tising amounting to about Two Hundred Million Dollars. 
Lich their clients for the intelligent study and planning of outdoor Sepsntydies naw encennte have. tees. aleed bo ihe Meroe 
~ 5 advertising er and (two) by performing all of the during the present year. The Bureau’s financial condition is 

duties and functions necessary to the placing and complete a model of strength. Three adequately equipped Bureau 

sb servicing of orders. offices in New York, Chicago and San Francisco, and a field 
ess, By this cooperative method it is possible to secure for the service in practically continuous contact with every section of 
wo advertiser a more complete service at a lower cost than is the country, are providing every element of service that can 
in possible in any other way. be provided in Outdoor Advertising. 


* National Outdoor Advertising Bureau, Inc. 


+ F. T. HOPKINS, President H. F. GILHOFER, Vice Pres. G Western Mgr. 
z to : 
P 8 So. Michigan Ave. One Park Avenue Shell Building 


Chicago, II. 


New York, N. Y. . San Francisco Cal. 
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FIRST DISTRICT 
SEES BiG FUTURE 
FOR ADVERTISING 


“‘Advertising’s Hand in New 
Deal” Discussed 


Worcester, Mass., Oct. 25.—That 
the NRA holds a veritable gold mine 
for the advertising business was em- 
phatically voiced by prominent busi- 
ness and advertising executives 
speaking before the 14th annual con- 
vention of the First District of the 
Advertising Federation of America 
here this week. With its keynote, 
“Advertising’s Hand in the New 
Deal,” the convention was dealt a 
“royal flush,” depictive of the hand 
advertising will hold in the future. 

Sounding the keynote of the con- 
vention, Edgar Kobak, president of 
the A.F.A., vice-president and general 
sales manager of the McGraw-Hill 
Publishing Company, and chairman 
of the National Advisory Committee 
on NRA Advertising and Publicity, 
said: 

“Advertising has been dealt a hand 
of good cards. Success lies in play 
ing those cards right. The deal it- 
self is not on trial. There should 
be no ‘crabbing’ about the cards. 
There has been much talk about the 
loss of individualism. In the new 
deal there is all the chance in the 
world for it. The measure of suc- 
cess will rest on the way the cards 
of that deal are played.” 

Speaking directly of NRA activi- 
ties, Mr. Kobak struck vigorously at 
any attempt to include a clause to 
prohibit advertising for a _ given 
period of time as a means of keeping 
prices from rising too rapidly, cit- 


ing the spectacle of a large manufac- 
turer, customarily spending many 
millions per year on advertising who 
signed such a clause for a _ six 
months period. 


“There is one encouraging factor 
about our whole national approach to 
the problems of recovery,” he con- 
tinued, “which I believe should in- 
spire every advertising man and 
woman to greater effort in the strug- 
gle for sales and profits. I mean 
the fact that our national adminis- 
tration is advertising-minded. 

“President Roosevelt and the men 
who are working with him in Wash- 
ington know the value of advertis- 
ing and aggressive sales effort di- 
rected at the right markets. The 
market in their case is the American 
people. The product is recovery. 
The government has thrown open 
the doors to advertising and is giv- 
ing that great economic force every 
opportunity to do the job.” 


Describing the NRA as “a beauti- 
ful case study of a product selling 
campaign,” Mr. Kobak deplored the 
fact that there had been “too much 
ballyhoo” and that the campaign was 
launched with no sales manager, the 
leaders “having forgotten to call in 
those authorities who know mass 
psychology.” 


Urges Selling Effort 


In closing, Mr. Kobak vigorously 
appealed to his listeners not only 
to “buy now,” but to “sell now,” em- 
phasizing that all the campaigns in 
the world cannot make people buy 
if they are not properly sold. He 
added, “A lot of money is available. 
Get it. People will spend but they 
want to be asked to buy. 

“Advertising is to have a greater 
future than any of us realize. The 
more our institutions advertise, put- 
ting their policies and principles in 
writing and signing their names to 
those messages, the sooner we shall 
have truth in advertising. And as 
the chiselers are run out, more will 
advertise.” 

“Federal control and regulation of 


PROBLEM: Toreach more indus- 


trial buyers without i increasing: 
past year’s appropriation. | 


QUICK PEEKS 
INTO 
SPACE BUYING 
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LIENT has product salable to many manufacturing indus- 


tries. 


Sales records showed their first seven industries 


yielded 68% of volume—all others 32%. Collectively, this lat- 
ter group of “‘miscellaneous industries’—entirely neglected 
on previous schedules—was responsible for 50% more business 
than the client’s single largest market. 


Agency put “*FACTORY” on new five-paper schedule (instead 
of previous seven papers) without increasing appropriation. 


Results— 


1. Coverage in client’s first three markets materially 
strengthened and increased by nearly 50%. 


2. No part of client’s market now unreached. 
(¢*FACTORY” reaches all types of manufacturing 


industries.) 


3. Total circulation purchased increased by more than 


25%. 


To attain effective coverage with economy, a good horizontal 
publication is necessary on any schedule where a number of 


industries must be reached. 


FACTORY 


Published by McGraw-Hill 


330 W. 42nd Street 


MANAGEMENT 


AND MAINTENANCE 


New York 


advertising can put power into the 
hands of the majority,” said Richard 
H. Waldo, president of the McClure 
Newspaper Syndicate, whose subject 
was, “Can Federal Control Increase 
Advertising?” “Too long has a min- 
ority put brakes on a movement 
which is inevitable because it is 
right. NRA recorded the conscience 
of a people—it wiped out child labor 
and sweat shops. It is making busi- 
ness practice fairer than ever. Ad- 
vertising must fall in line.” 


Tells Value of Artists 


“Improving the physiognomy of ad- 
vertising and the artistic ability re- 
quired to achieve that end, and the 
consequent bringing of artists in 
contact with business, has had a two- 
fold result,” Ernest Elmo Calkins, 
president of Calkins & Holden, New 
York, told the gathering. 

“Its influence has been both direct 
and reflex,” he said. “It has di- 
rectly conditioned the production of 
goods. It has indirectly influenced 
the taste of the public. Artists 
chafed at the difficulties of making 
the advertising attractive when the 
goods did not lend themselyes to 
effective pictorial artistic rendition. 
There was a backfire of criticism 
which shook factories to their foun- 
dations. Packages were redesigned, 
form and color given to old estab- 
lished commonplace articles, and ma- 
chinery scrapped to give place to 
new tools to stamp out new shapes.” 

Mr. Calkins continued to trace the 
merchandising device of “styling the 
goods,” declaring that the field of 
the artist is constantly becoming 
more important in every activity of 
business. 


Asks Better Design 


To offset the sale of imported style 
goods, Olive M. Lyford, Director of 
Arts and Interests Bureau of the 
Junior League of America, advised 
American manufacturers to call in 
European artists and designers who 
could style American-made goods so 
that these could be placed on the 
market simultaneously with the ar- 
rival of European style goods, thus 
capturing this market. The prac- 
tice of copying foreign creations 
after their arrival in the United 
States was criticised because it is 
then too late to capture sales. 

Urging advertisers to judge ex- 
pected sales by studying market po- 
tentialities rather than circulation 
figures of various publications, Les- 
lie M. Barton, general manager of 
Major Market Newspapers, told of 
mathematical activities by which it 
is possible to determine accurate fig- 
ures as to the amount of any given 
product which any given state, 
county or city can consume. 

In determing the soap market, for 
instance, the degree of hardness or 
softness of the water in various lo- 
cations is found to be an important 
factor in affecting sales, he said. 

While the work involves a tremen- 
dous amount of detail, Mr. Barton 
cited instances of its effectiveness 
in approaching advertisers and sell- 
ing advertising because the figures 
give the seller an advantage that 
the average manufacturer does not 
possess. 


Must Increase Wants 


Speaking on the subject, “Where 
Do We Go from Here?” Lucille Bab- 
cock, Tower Magazines, Inc., said: 
“Making women want merchandise 
is retail advertising’s great national 
responsibility this year. This must 
be accomplished, not by ballyhoo or 
price publicity, but by the exercise 
of all our ingenuity and creative 
ability—by employing every art and 
artifice that good copy, good art and 
good typography can give us—and 
by outsmarting the news sections 
in the liveness of advertising pre- 
sentation.” 

To sell a new product, the adver- 
tiser must first make people dissat- 
isfied with their present product, 
Otto Kleppner, of Small, Kleppner 
and Seiffer, Inc., told the convention 
audience, tracing the evolution of the 
new product to the competitive 
stage in which the consumer has ac- 
cepted the product but in which he 
wonders which product on the mar- 
ket is the best. Here Mr. Kleppner 
suggested the use of dramatized copy 


to bring out the distinction in the 
particular product. 


The third or retentive stage oc- 
curs when the consumer has regu- 
larly commenced to purchase and 
use the product. In this stage, the 
speaker warned of the danger of 
letting down too much on advertis- 
ing, thus throwing the product back 
into the competitive stage in which 
powerful advertising is needed to re- 
store sales. 


It is in this stage, he warned, that 
many advertisers change their agen- 
cies, tending to saddle them with 
the blame for lowered sales. 

Donald W. Davis, advertising man- 
uger, Springfield Newspapers, Inc., 
was re-elected governor of the dis- 
trict. George A. Dunning, Crowell 
Publishing Company, Boston, lieu- 
tenant-governor, and Alice McCourt, 
Providence, R. I. secretary and 
treasurer, were also re-elected. 


LARGER UNIT OF 
SALES IS GOAL 
OF GORTON-PEW 


Asks Dealers to “Talk An- 
other Product’ 


— 


New York, Oct. 26.—Coincident 
with the launching of a new con- 
sumer advertising campaign, the 
Gorton-Pew Fisheries Company, Ltd., 
Gloucester, Mass., has instituted a 
“sell another Gorton product” drive 
among the food retailers handling 
its line. 

In inaugurating the drive, the 
company took cognizance of the fact 
that word-of-mouth advertising at 
the point of sale can be an impor- 
tant source of increased volume not 
only to itself but also to the dealer. 
To back the “talk another product” 
drive, the firm is telling merchants 
that its consumer advertising makes 
extra profits from extra sales an 
easy attainment, requiring only the 
speaking of a few words. 

All Gorton products are mentioned 
in the consumer copy now appear- 
ing in approximately 100 newspapers 
of the east and middle west, and 
the campaign will deliver 378,000,- 
000 messages to potential customers, 
the food retailers were told. 

A broadside, accompanied by a 
reply post card, initiated the “talk 
another product” drive. The card 
was printed in ballot form, enabling 
the merchant to supply the needed 
information with a minimum of ef- 


fort. The first two lines enabled 
checking “Yes—we received your 
broadside” and ‘“Yes—we’ll  cer- 


tainly talk and push another Gorton 
product.” 

Following was a list of the ten 
Gorton products the dealer is selling 
and a final item, “tell me which ad- 
ditional product I should push—one 
that is selling rapidly and pleasing 
consumers.” 

The broadside told definitely what 
the Gorton leaders are, the ready-to- 
fry cod fish cakes and cod fish in 
cartons. 


Urges Dealer Advertising 


Food retailers were reminded that 
many merchants have found it 
profitable to tie-up the packer’s ad- 
vertising with their own and urged 
the individual to check these facts 
with dealers, wholesalers or chain 
store buyers they might know per- 
sonally. In New York, they were 
told, every chain organization sells 
and pushes Gorton’s, as does every 
wholesaler, and 97 per cent of the 
city’s grocery outlets follow suit. 

The consumer copy appearing in 
newspapers touches upon ease in 
preparation and the thrift and va- 
riety afforded in the use of fish as 
food. A touch of romantic glamour 
appears in art work depicting a 
Gloucester fishing boat in full sail. 
Two sizes are employed, 70 lines in 
single and double column arrange- 
ment, and 250 lines. 


All advertisements prominently 


feature a free offer of a 40-page 
recipe book. It too runs into a ro. 
mantic strain in the occasional use 
of historical material on Atlantic 
fishing. 

Prominent in the consumer cam- 
paign is the ready-to-fry cod fish 
cake promotion, which aims to lead 
housewives into serving small balls 
instead of somewhat more ample 
patties, as was formerly the custom. 
Already this has led to larger sales, 
it is said, since people have been 
found to eat more cod fish when it 
is served this way than when made 
into cakes. 

Churchill-Hall, Inc., prepared the 
campaign. 


P & G Retires 
Gold Debentures 


Procter & Gamble at a recent an- 
nual stockholders’ meeting declared 
a 37%c quarterly dividend on the 
common stock, and retired $8,521,000 
of the outstanding 444% gold deben- 
tures. 

The company’s payroll has been 
increased by $1,000,000 a year, and 
1,000 employes have been added be- 
cause of the NRA. Present officers 
were re-elected. 


Women’s Club Elects 


Josephine Durham, Stix, Baer & 
Fuller Dry Goods Company, was re- 
elected president of the Women’s 
Advertising Club of St. Louis at the 
annual dinner meeting last week. 

Other officers are Beatrice Adams, 
Ideal Stencil Company, vice-presi- 
dent; Opal Swazea, Mississippi Val- 
ley Trust Company, secretary; and 
Helen Fox, Heil Corporation, treas- 
urer. 


Printers Move 
H. C. Sherman & Co., Chicago, 
have moved to new and larger offices 
at 801-813 S. Wells, and have added 
to their equipment two 74-inch 
Miehle presses. 


Freeman Is Editor 
Andrew A. Freeman, writer and 
lecturer, has been appointed editor 
ef American Traveler, New York. 


A 300% 
INCREASE IS 
SOMETHING 


THESE DAYS 


“Altogether we put out 
nearly 30,000 one and 
two sheet posters in cities 
of varying size located 
from coast to coast. By 
advance merchandising of 
these striking posters on 
the trade we were able 
to open up many desir- 
able broker and whole- 
saler connections. Our 
total sales were approxi- 
mately three times those 
of the 1932 season.” 


The only advertising 
used were these posters. 
Full information regard- 
ing product, etc., will be 
furnished to any adver- 
tiser or his agency. 


Whether you want a 
showing in one city or 
a complete showing in 
500 cities—your orders 
receive the same prompt 
action. 


& 


ASSOCIATED 
ADVERTISING 


COMPANY 
500 No. Dearborn Street 
Chicago, Illinois 
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ou can afford to bid hi 


v... changes are taking place in the arena of 
business. Under the new deal, more cards have 
been added to the deck, their values have been 
changed, and new methods of scoring have been 
adopted. But the points still can be scored. The sales 
quotas of yesterday are still possible of attainment 
today. If the cards are not being played as rapidly 
as they used to be, it is because business men are 
studying their hands more closely. 


* * * 


Under the new order the barriers of sales resistance 
are no longer confined to purchasing departments; 
and it takes more than perfunctory salesmen’s calls 
to surmount them. For today it is the officials, and 
in many cases the directors, who are chiefly con- 
cerned with purchases involving major outlays. It 


is this group on whom the seller must concentrate 


his advertising effort. 


* * * 


Recognizing this, we have made, during the past 
few months, an exhaustive survey of our entire 
national circulation. We have found out definitely 
what lines of business Wall Street Journal readers 


are engaged in—and what positions they hold. We 
are prepared to substantiate, with bonafide evi- 
dence, the assertion that The Wall Street Journal 
has no peer among publications as a medium for 
reaching top executives vested with wide buying 


authority. 
* * * 


Our survey forever lays to rest one popular miscon- 
ception—that The Wall Street Journal is a profes- 
sional paper read only by the market-minded. More 
officials engaged in industrial enterprises read The 
Wall Street fournal than bankers; more owners and 
partners of general commercial institutions than mem- 
bers of the New York Stock Exchange. And yet The 
Wall Street Journal provides too, a thorough cov- 
erage of the nation’s most important financial 


elements. : 
* * ok 


The detailed story is being currently presented to 
national advertisers and agencies in a series en- 
titled ““Pacemakers”’. It will give you a new con- 
ception of who the pacemakers of American indus- 
try are—and how you can gain daily access to their 
private offices. 


If you are not receiving the series, we shall be delighted to include 
your name on our mailing list. 


THE WALL STREET JOURNAL 


44 Broad Street, New York City 
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Loss-Leaders Barred 


By New Retail Code; 


Small Firms Exempt 


Washington, D. C., Oct. 25.—Pro- 
hibition of sales below cost, except in 
stipulated instances, and exemption 
of dealers in towns of 2,500 popula- 
tion or less employing less than five 
persons, are two of the most impor- 
tant features of the code of fair 
competition governing the nation’s 
ply to food retailers, milk dealers or 


tobacconists, who are under the con- 
trol of AAA, nor to “any division of 
retail structure which was approved 
by President Roosevelt this week. 
Provisions of the code do not ap- 
retail selling which is now or may 
hereafter be governed by a separate 
code.” Druggists are specifically in- 
cluded in the code provisions, but a 


special set of regulations is set up 
for them. 

Under a comprehensive plan for 
working hours and wages set up in 
the code, stores may choose to op- 
erate in one of three groups, having 
a choice of remaining open for from 
52 to 56 hours a week; from 56 to 63 
hours a week; or for more than 63 
hours a week. Employes in the first 
group will work not more than 40 
hours a week; in the second group, 
44 hours a week; in the third group, 
48 hours a week. 


Prohibits Loss Leaders 


Minimum wages range from $15 
for a 48 hour week in cities of more 
than 500,000 population down to a 
requirement for a 20 per cent raise 
and minimum wage of $10 a week 


in places with less than 2,500 popu- 
lation. 


The much discussed loss leader 
provision of the code reads: 

“In order to prevent unfair com- 
petition against local merchants, the 
use of the so-called ‘loss leader’ is 
hereby declared to be an unfair trade 
practice. These ‘loss leaders’ are ar- 
ticles often sold below cost to the 
merchant for the purpose of attract- 
ing trade. 


“This practice results, of course, 
either in efforts by the merchants to 
make up the loss by charging more 
than a reasonable profit for other ar- 
ticles or else in driving the small 
merchant with little capital out of 
legitimate business. 

“It works back against the pro- 


“I have long been an appreciative reader of 
Maeclean’s and I know of no magazine in Canada 
which fills the peculiar place it does or which is 
of such uniform excellence.” 


ducer of raw materials on farms and 
in industry and against the labor so 
employed. 


Should Include Labor Cost 


“This declaration against the use 
of ‘loss leaders’ by the storekeeper 
does not prohibit him from selling 
an article without any profit to him- 
self. But the selling price of articles 
to the consumer should include an 
allowance for actual wages of store 
labor, to be fixed and published from 
time to time by the trade authority 
hereinafter established. 

“Such an allowance for labor need 
not be included in the selling price 
of any article of food, or be applied 
by storekeepers doing business only 
in communities of less than 2,500 
population (according to the 1930 
census) which are not part of a 
larger area. 

“Provided, however, that any re- 
tailer may sell any article of mer- 
chandise at a price as low as the 
price set by any competitor in his 
trade area on merchandise which is 
identical or essentially the same, if 
uch competitor’s price is set in con- 
formity with the foregoing provi- 
sions. 

“A retailer who thus reduces a 
price to meet a competitor’s price as 
above defined shall not be deemed 
to have violated the provisions of this 
section if such retailer immediately 
notifies the nearest representative re- 
tail trade organization of such action 
and all facts pertinent thereto.” 


Exceptions Given 


“Exceptions: Notwithstanding the 
provisions of the preceding section, 
any retailer may sell at less than 
the prices specified above, merchan- 
dise sold as bona fide clearance, if 
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advertised, marked, and sold as such; 
highly perishable merchandise, which 
must be sold promptly in order to 
forestall loss; imperfect or actually — 
damaged merchandise, if advertised, 
marked and sold as such; merchan- 
dise sold upon the complete final 
liquidation of a business; merchan- 
dise sold in quantity on contract” 
to certain groups, etc. 

“Where a bona fide premium or 
certificate representing a share in a 
premium is given away with any ar- 
ticle,” the final clause of this section 
provides, “the base upon which the 
minimum price of the article is cal- 
culated shall include the cost of the 
premium or share thereof.” 

The code also sets up definite ad- 
vertising standards for retailers. : 


Advertising Standards 


“No retailer shall use advertising, 
whether printed, radio, or display, or 
of any other nature, which is inac- ~ 
curate in any material particular or 
misrepresents merchandise (includ- 
ing its use, trade-mark, grade, qual- © 
ity, quantity, size, origin, material, 
content, preparation, or curative or 
therapeutic effect), or credit terms, 
values, policies or services; and no 
retailer shall use advertising and or 
selling methods which tend to de- 
ceive or mislead the customer,” this 
section provides. 

“No retailer shall use advertising, 
which refers inaccurately in any ma- 


ALF a million men and women in 
all walks of life and in all parts of 
> ms Canada are reading Maclean’s regularly. 
: They read it, not because they must 


ing, a crisp interpretation of Canadian 
questions, a consistent loyalty to the 
Canadian point of view. At the same 
time, it has found ways to attract the best 


= J ‘ ‘ : terial particular to any competitor 
j support a native product, but because artists, the leading novelists, the most or his merchandise, prices, values, 
_ ° ° ° ° e credit terms, policies, or services. 
, they like it. They respect it, rely on it, competent writers of the day. ahs dahalien eel aay adeuininn 
talk about it. 


which inaccurately lays claim to a 
policy or continuing practice of gen- 
erally underselling competitors. 

“No retailer shall secretly give any- 
thing of value to the employe or 
agent of a customer for the purpose 
of influencing a sale, or in further- 
ance of a sale render a bill or state- 
ment of account to the employe, 
agent or customer which is inac- 
curate in any material particular. 


Maclean’s has given Canadians a real 
magazine of their own and Canadians 
have responded by putting Maclean’s — 
both in circulation and in influence — 
far ahead of any of the foreign publi- 
cations which used to dominate the 
Canadian market. 


No other magazine on this continent 
approaches Maclean’s in the frequency 
with which its articles are quoted by 
newspapers, in parliament, at directors” 
meetings, wherever people are gathered. 


Maclean’s has an intimate understand- 


Protection for Brands ‘ 


“No retailer shall place obstacles in 
the way of the purchase of a product 


& Branches: which a consumer orders by brand 4 

Head Office: MONTREAL name by urging upon the consumer 
481 University Ave., CHICAGO a substitute product in a manner bY 
TORONTO NEW YORK which disparages the product or- i 


dered. 

“No retailer shall purchase, sell 
or exchange any merchandise man- 
ufactured under a code of fair com- 
petition which requires such mer- 
chandise to bear an NRA label, un- 
less said merchandise bears such 
label. Any retailer rightfully pos- 


(Continued on Page 23) 


Canadas National Magazine 


To promote the sale of any nationally-distributed product, Maclean’s is 
the most effective single advertising medium in Canada. 
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twelve months ago. There was an acute need for such a paper. 

Executives of the manufacturing grocery trade had no way of 
obtaining vital trade information necessary to the intelligent manage- 
ment of their businesses. They needed such a news source. Adver- 
tisers wishing to contact the rich food field did not have available any 
advertising medium blanketing the leading executives of the industry. 
They needed such coverage. 


Ni‘ industrial newspaper served the food and grocery industry 


To fill this obvious need two publishers, almost simultaneously, decided 
to publish food field newspapers. Their announcements were made 
one right on top of the other. Their plans developed with like speed. 
The first issues of FOOD FIELD REPORTER and Grocery Trade News 


reached the desks of grocery trade executives just two weeks apart. 


The publication of one industrial food newspaper was as economically 
sound as it could be. But, neither readers nor advertisers, needed two 
publications, practically duplicates in circulation and purpose. 


And so, it was inevitable that the two publishers would meet and come 
to an amicable agreement sooner or later. That meeting has been 
held with the following results: 


Grocery Trade News, formerly published by Butterick Business Publica- 
tions, Inc., has been purchased by the Topics Publishing Company, Inc., 


FIELD REPORTER 


Fat Wee «tw 


CERY TRADE NEWS 


publishers of FOOD FIELD REPORTER and will be absorbed by the 


latter publication. 
The publication of Grocery Trade News is, of this date, discontinued. 


This purchase clarifies a situation which has been confusing to readers 
and to advertisers alike. The reader now will give his uninterrupted 
attention to one publication—the only one bringing him the industrial 


news he needs—FOOD FIELD REPORTER. 


Advertisers can now concentrate their food field messages in one pub- 
lication — the only one with blanket coverage — FOOD FIELD RE- 
PORTER. / 


For the reader, the absorption of Grocery Trade News by FOOD 
FIELD REPORTER means a better, a more complete and a more inter- 
teresting industrial newspaper. For the advertiser, the combination of 
the two newspapers means greater reader interest for his message and 
greater economy through the elimination of duplicating circulation. 


To both readers and advertisers the Topics Publishing Company, Inc., 
pledges a continuation of the same sound publishing program which has 
made FOOD FIELD REPORTER the most avidly read publication in its 
field—the most widely circulated and most successful publication in 


its field. 


TOPICS 


330 West 42nd Street, New York City 
Publishers of FOOD FIELD REPORTER—DRUG TRADE NEWS—DRUG TOPICS— WHOLESALE DRUGGIST 


PUBLISHING 


COMPANY. 


INC. 
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WHISKY COPY'S 
STATUS NOT YET 
CLEAR: SCHULTZ 


(Continued from Page 1) 
tutionality of state laws prohibiting 
the circulation of national periodicals 
containing liquor advertisements.” 

Discussing prospects after repeal, 
Mr. Schultz pointed out that liquor 
has already been re-legalized by 
states containing more than 80 per 
cent of the population and that after 


Tepeal only a minute portion of the 


population will oppose the manufac- 
ture and sale of intoxicants. 

“There are many who believe that 
the public is tired of sumptuary leg: | 
islation, and that the right of the) 
individual to live as he desires, | 
within reasonable limits, will not be 
interfered with,” he said. 

“If that is true, there is no reason 
why liquor should not be restored | 
to its status as an article in inter-| 
state commerce. 

“The manufacture and sale of cig- 
arettes is, in some jurisdictions, con- 
trolled. Attempts have been made, 
in a few states, to declare the ad- 
vertising of cigarettes illegal. Such 
statutes have, however, been de- 
clared unconstitutional, as an inter- 
ference with interstate commerce. 


“7 
United States Supreme Court test of 


is necessary to make a 


the constitutionality of state statutes 
which prohibit or seek to prohibit 
virculation of national periodicals in 
which display advertising of liquor 
appears, it can be well supported by 
the arguments that national period- 
icals themselves are engaged in in- 
terstate commerce and that the cir- 
culation of periodicals containing li- 
quor advertising cannot be restricted 
by a state under its police power.” 

Copies of the brief. which includes 
a complete analysis of all liquor leg- 
islation, may be obtained from Mac- 
fadden Publications, Inc. 


Add F niin Siathene 


Conquest Alliance Company, New 
York, has added the six-station net- 
work, Union Radio, Madrid, Spain, 
to the list of foreign stations for 
which it is exclusive representative. 


Peek Frean on Coast 


Advertisements are being placed in 
leading Pacific coast and Hawaiian 
Island newspapers for the Peek 
Frean imported line of Ritz As- 
sorted, Peek Frean’s Twiglets, Caviar 
Puffs, and other products of Peek 
Frean & Co., Ltd., London. Emil 
Brisacher & Staff, San Francisco, is 
the agency. 


Name Henkel & Hastie 


Henkel & Hastie, Chicago and New 
York publishers’ representatives, 
have been appointed by The Improve- 
ment Era, Salt Lake City. 


Miller Appointed 


Advertising of a novelty perfumed 
stick, a product of Garden City Lab- 
oratory, Chicago, has been placed 
with M. Glen Miller. 


What's 


‘ahSect) eee, Me DB 
GRASSELLI CHEBICAL | 
PO DRIER 2633 
TIRMINGHEM ALA 


the stencils ¢ 


. . or just “Readers”? 


HIS country is full of “business-paper read- 

ers.” It’s full of Kentucky Colonels, too. If 
yow’re impressed by stencils or by ribboned “com- 
missions” that may mean something to you. 


But buyers of business paper space must look behind 
the names at the readers themselves — must ask 
“Who are these men?—What authority and pur- 
chasing power do they have?” It’s the publisher’s 
job to find this out for his advertisers. McGraw- 
Hill does it in the only practical way, by asking these 
questions first and then signing up the subscribers if 
they meet the requirements. 


Thus, McGraw-Hill papers have no huge circula- 
tions. But they have the most thorough coverage 
that money and men can produce. Plant by plant, 
job by job, McGraw-Hill builds up an audience for 
your advertising. Not by promiscuous salesmanship 
in the few big plants on the “main line.” But by 
selling key men in worthwhile plants—no matter 
how far off the beaten path they are. 


McGraw-Hill can sell selectively—at a profit—be- 
cause each one of its field men has several papers to 
sell in each plant. His frequent calls, together with 
check-ups of the home office, tell him when a sub- 
scriber resigns, changes his position in the plant, 
moves to another plant — when a new man who 
should be a subscriber joins the staff. McGraw-Hill 
follows these men from job to job year after year. 


That’s what you get when you buy McGraw-Hill 
circulation. It’s something that can’t be shown on a 
publisher’s A. B. C. statement—but it’s something 
that counts mightily in advertising effectiveness. 


McGRAW - HILL 
PUBLISHING CO. 


INCORPORATED 
330 West 42nd Street New York, N. Y. 


Radio Retailing 
‘ood Industries 
Chemical & Metallurgical 
Engineering 
Electrical World 
Electrical Merchandising 


Electrical West 
Electronics 
American Machinist 
Product Engineering 
Engineering News-Record 
‘onstruction Methods 


Transit Journal 
Bus Transportation 
Aviation 
Textile World 
Metal and Mineral Markets 
Coal Age 


Engineering and Mining Journal 


Factory Management 
and Maintenance 
Power 
Business Week 


(Domestic and Export Editions) 


TRAFTON SCRIPT | 


Hold Annual Meeting 


Chicago, Oct. 27—The Nationa) 
Board on Printing Type Faces ap- 
proved only one new face during 
the past year, the Advertising Typog- 
raphers of America were told at their 
seventh annual convention at the 
Palmer House this week. 

This new face is Trafton Script. 
The report said that the type found- 
ers have brought out few new faces 
recently, and the A. T. A. seemed 
not displeased at this development, 
since multiplicity of faces has pre- 
sented one of their knotty problems, 
In an address on “The Advertising 
Typographers’ Relationship to the 
Retail Store,” with special reference 
to the department store, Fred Far- 
rar, Typographic Service Company, 
New York, said that while this class 
of advertiser has devoted great 
thought to the other elements in his 
copy, he has neglected possibilities 
of telling a story with type faces. 
The caliber of the store can be 
definitely expressed with the proper 
type, he asserted, adding that an 
awakening to this fact seems to be 
coming in the department store 
field. 


Discuss Type Faces 


E. M. Diamant, of New York, head 
of the association, discussed “Type 
Faces and Their Trends,” asserting 
that use of certain types reflects the 
stress of the period through which 
the country is passing. The NRA 
symbol, for instance, has had its fe- 
action on the thinking of adver- 
tisers. 

“As a result,” said Mr. Diamant, 
“we are likely to see advertising 
pages glorified with solid black de- 
signs, heavy Gothics and possibly 
some Cheltenham Bold, Cooper Bold 
and Gothic Bold for body types.” 

Mr. Diamant predicted, however, 
that the Caslons, Garamonds, Goudys 
and Bodonis will retain their popu- 
larity for a long time. 

In an address on “Shop Effi- 
ciency," Walter T. Armstrong, chair- 
man of the association’s mechanical 
committee, said that while machine 
composition cannot be used as a sub- 
vertising, it has a vogue at present. 
He discussed methods of meeting 
the competition of trade composi- 
tion establishments. 

All officers were re-elected at the 
concluding session today. 


Has No Agency 

A recent item in ADVERTISING AGE 
stating that the National Bronze & 
Aluminum Foundry Company, Cleve- 
land, had appointed Ralph W. Sharp, 
is incorrect. This company has no 
agency and is not contemplating a 
campaign. 


Free Movie Advertising 

The Monogram Company. Holly- 
wood producer, is offering to use 
products of various manufacturers 
in its pictures. In return for this 
free publicity, the companies are ex- 
pected to exploit the picture in their 
advertising. 


Free Business School 


Pruitt, Ine., Chicago, dealer in 
office equipment, is offering a free 
typing and shorthand school, as an 
NRA contribution. Eighteen hundred 
students are now in attendance, and 
1,300 have registered for the next se- 
mester. 


Is California Manager 

George H. Gates has been ap- 
pointed division manager for the 
state of California of Federated 
Sales Service, Boston, with offices at 
880 25th St., San Francisco. 


Newspaper Appoints 
The Donora, Pa., Herald American 
has appointed DeLisser, Boyd & Ter- 


hune, Inec., as national representa- 
tives. 


GIVEN 0. K. OF 
TYPE EXPERTS: 
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G. M. TO RETURN 
TO INDIVIDUAL 
SELLING UNITS 


B-0-P Sales Company Slated 
for Discard 


Detroit, Mich., Oct. 26.—The series 
of executive changes and new ap- 
pointments to high posts announced 
by General Motors Corporation this 
week and last, and the accompany- 
ing return to division identities in 
the manufacturing phases of the cor- 
poration’s business, are important 
steps in a reversion back to General 
Motors’ old system of maintaining 
individual sales organizations for the 
various automotive units. 

The Buick-Olds-Pontiac Sales Com- 
pany, organized in April, 1932, which 
consolidated dealerships and placed 
sales direction of three important 
units under one head, will eventually 
be dissolved. 

These facts were made known this 
week in statements by Alfred P. 
Sloan, president, and W. S. Knud- 
sen, new executive vice-president, of 
the corporation. 


Improved Outlook Stressed 


Said Mr. Sloan: 

“Separate division identity and 
executive responsibilities incident to 
the same have been a fundamental 
principle of the corporation. 

“On account of the sharp contrac- 
tion in volume incident to the de- 
pression it became absolutely essen- 
tial to make consolidations. 

“It is believed the improved out- 
look justifies reinstating the operat- 
ing plan in accordance with estab- 
lished policies.” 

According to Mr. Knudsen, 
move “means the end of current 
joint manufacturing direction of 
Buick-Olds and Chevrolet-Pontiac, 
and eventual dissolution of the 
Buick-Olds-Pontiac Sales Company.” 

The new setup, however, Mr. 
Knudsen made known, does not alter 
the dual retail dealerships now in 
effect. 

First hint that the corporation was 
planning a departure from “depres- 
sion-induced” combination practices, 
and a return to the established op- 
erating plan, was contained in the 
announcement last week that Mr. 
Knudsen, former head of Chevrolet, 
had been promoted to executive vice- 
president of the entire corporation, 
and that M. E. Coyle, vice-president 
and auditor, had been elevated to 
the general managership of Chevro- 
let. 


this 


Many Changes Announced 


This week there followed in quick 
succession announcements of other 
important executive changes. The 
new lineup recognizes the ability 
and accomplishments of several 
men who have devoted their efforts 
for many years to the corporation’s 
sales activities. Further organiza- 
tion changes contigent upon present 
promotions will, it is anticipated, 
widely affect other important per- 
sonages in the sales and advertising 
divisions. 

Harry J. Klinger, former general 
sales manager of Chevrolet, has 
been made general manager of Pon- 
tiac; and William E. Holler, former 
assistant to Mr. Klinger, has been 
named to succeed him. 

Mr. Klinger joined Chevrolet in 
St. Louis ten years ago and rose 
through the ranks to the position he 
occupied until his present advance- 
ment. Prior to coming to General 
Motors he was with the old Chalmers 
Motor Car Company, and the Murphy 
Chair Company. 

Mr. Holler, who, as_ assistant 
Chevrolet sales manager, was in 
charge of the eastern half of the 
United States, joined Chevrolet 
headquarters forces in 1925, doing 
sales promotion work. After serv- 
ing successively as Los Angeles city 
sales manager, assistant regional 
manager in St. Louis, and zone man- 


ager in Pittsburgh, he was appointed 
to the deputy sales post in 1930. 
He is credited with writing the first 
text book for automobile salesmen on 
retail selling. 


Others Shifted 


In the succession of split-ups and 
advancements, Harlow G. Curtice, 
former head of AC Spark Plug, be- 
comes general manager of Buick, 
succeeding I. J. Reuter, resigned; 
and C. L. McCuen, former technical 
assistant in Buick-Olds manufactur- 
ing operations, becomes general 
manager of Oldsmobile. 

The complete new Pontiac per- 
sonnel has already been made known. 
A. W. L. Gilpin, former Chevrolet 
regional manager at St. Louis, has 
been appointed general sales manager 
for Pontiac. R. K. White and C. P. 
Simpson have been made assistant 
general sales managers. R. H. White 
has been named advertising manager, 
and W. R. Huber, sales promotion 
manager. 

All departments of Pontiac, under 
the new system, will be transferred 
to the factory at Pontiac, Mich. 

Other Changes 

Still other changes include the fol- 
lowing: 

F. S. Kimmerling, former assistant 
to C. E. Wilson, vice president of 
General Motors, has been advanced 
to the position of president and gen- 
eral manager of AC Spark Plug. 
Until January, 1933, Mr. Kimmerling 
had been president and general man- 
ager of the Guide Lamp Company. 

D. E. Ralston, former assistant 
general sales manager of Chevrolet, 
has been appointed general sales 
manager of Olds. Mr. Ralston had 
been with Chevrolet since 1918. 

New Buick executive personnel in- 
cludes W. F. Hufstader, formerly 
Buick sales manager with B-O-P, 
general sales manager; A. H. Sarvis, 
director of distribution; R. H. Isreal, 
sales promotion manager; C. C. Le- 
wald, advertising manager. 

The automotive trade was cheered 
by the official General Motors an- 
nouncements, particularly as they 
affected the B-O-P. It was an open 
secret, at the time the combination 
sales organization was formed early 
last year, that the combination was 
ordered because of the poor busi- 
ness outlook. 

The open secret was given an of- 


ficial tint a few weeks ago by Rich- } 


ard H. Grant, vice-president in 
charge of the corporation’s sales, 
who, speaking before the Adcraft 
Club of Detroit, said: 

“The B-O-P was formed not only 
to conserve commercial expense dur- 
ing the depression, but to save a 
dealer organization which had been 
built up over a long period of years, 
and which, if maintained along lines 
of individual units, might not have 
been able to survive the past four 
years.” 


Kentucky Distillery 
Changes Its Name 


The name of Franklin County Dis- 
tilling Company, Inc., Frankfort, Ky., 
has been changed to K. Taylor Dis- 
tilling Company, Inc. 

Col. Kenner Taylor, who prior to 
prohibition was secretary and gen- 
eral manager of G. H. Taylor Jr. & 
Sons, manufacturers of the famous 
“Old Taylor” whisky, is president of 
the organization. 


Baker Names Hommann, 


Tarcher & Sheldon 


Liberty Baking Corporation, New 
York, operating 21 baking plants in 
the east, south and middle west, is 
extending the advertising and mar- 
keting of a new loaf, Bell Bread. 

Hommann, Tarcher & Sheldon, 
Inc., New York, has been appointed 
to handle the account. f 


Anti-Hitler Paper - 

The Free Press Publishing Com- 
pany, 118 N. LaSalle St., Chicago, 
has issued the first edition of the 
National Free Press, “a newspaper 
with American ideals for every Ger- 
man home.” It is printed in both 
German and English. 


7 independent” Purchased 


The Stockton, Calif., Independent 
has been bought by H. C. MacArthur, 
formerly with the Sacramento Union; 
Arthur Storm, former auditor of the 
Independent, and R. J. Lucas. 


CAN ‘YOU GET IN 


TO sex’ This 


...to a Great Many Big 
National Advertisers she’s 
the most important person 
in America but... 


She’s a very, very busy young lady. She 
has lots of things to do. . . places to go 
... people to meet... and things to buy. 

You couldn’t sell her a World Cruise. 
You couldn’t interest her in a Cadillac. 
Sables are things she reads about. Yet... 
she represents the front of the crcowd—the 
vanguard of accepted fashion. When she 
buys, a vogue is established, and for this 
reason she’s important. 

How are you going to reach her? 

She devotes a relatively small time each 


# 


: - MOTHER! 

«WHAT TIME IS 
iy 1T..IM INAN 

‘AWFUL RUSH! 


s 


Guns 


month to reading. Newspapers get a quick 
once-over. Philosophy and serious litera- 
ture can come later. When she settles 
down to read she wants something inter- 
esting, human, romantic to read about, 
because she feels that way. 

She gets that kind of literary entertain- 
ment in the Romance Group of maga- 
zines. She likes them—enjoys them and 
reads them, to the tune of over a million 
a month. 


Smart national advertisers using keyed 
copy will tell you that the Romance Group 
offers the most economical and responsive 
audience in America. 

When you buy the Romance Group 
you’re buying sales—the greatest dealer 
influence in the world. 


~ 1100,000 FOR 


$1760 A PAGE 


.....AMERICA'S MOST 
RESPONSIVE BUYING 
AUDIENCE 
e 


t s 


TRUE ROMANCES*... TRUE EXPERIENCES*... LOVE and ROMANCE* 


459,281 254,475 


161,312 


MOVIE MIRROR{ .. . RADIO MIRROR? 


*Current Circulation 200,000 


100,000 tGuaranteed Circulation 
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ADVERTISING AGE 


October 28, 1933 


Hensel in New Work 


Elliott C. Hensel, who has been 
advertising director of the Los An- 
geles Illustrated Daily News and 
instructor in advertising at Univer- 
sity of Southern California, has 
opened offices as consulting sales di- 
rector and advertising counsel in the 
Great Republic Life Bldg., Los An- 
geles. 


Changes in Staff 


Pitt A. Walker, assistant classi- 
fied advertising manager of the Los 
Angeles Illustrated Daily News, has 
been made classified advertising 
manager, and J. A. McDonald has 
been added to the sales force. 


Retail Meeting Date Set 

The National Retail Dry Goods 
Association will hold its 23d annual 
convention at the Hotel Pennsyl- 
vania, New York, Jan. 15-19, 1934. 


A Complete Publication Data 
File will be furnished on 
request. 


Penton Bidg. Cleveland 


need this! 
Geono-print 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 


on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 
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0.A.A. TO STUDY 
EVALUATION OF 
“CIRCULATION” 


(Continued from Page 1) 
vene at the Brown Hotel here next 
week. 

Definite indications that outdoor 
advertising is on the increase, and 
the number of special problems fac- 
ing plant owners, such as that of 
handling liquor advertising, are ex- 
pected to result in one of the largest 
turnouts in the history of the or- 
ganization. 

Although most of the outdoor 
plants carried no liquor advertising 
prior to prohibition, it is predicted 
that action will be taken at this con- 
vention favorable to the acceptance 
of this type of business, subject to 
proper restrictions as to copy. 

The sessions will get under way 
Tuesday morning, Oct. 31, with an 
address of welcome by the mayor of 
Louisville, the reports of officers, and 
other routine business. George W. 
Kleiser, president, Foster & Kleiser, 
San Francisco, and president of Out- 
door Advertising Association, will be 
in the chair. 

“The Public Policy” and the indus- 
try’s code of fair competition will be 
the featured topics for discussion at 
the Tuesday afternoon session, which 
will be presided over by J. B. 
Stewart, Clinton, Ia., and H. C. Mac- 
donald, Detroit, vice-presidents of 
the association. 

Immediately following this session 
the directors will hold a meeting to 
elect a president for the 1934 term 
. The Wednesday morning session 
will be in charge of the plant devel- 
opment section, and will be presided 
over by vice-presidents B. W. Rob- 
bins, General Outdoor Advertising 
Company, Chicago, and P. L. Michael, 
Houston. 


Reports on Study 


At this session further reports on 
the progress of the study on traffic 
in relation to trade—a study spon- 
sored jointly by the O. A. A. and the 
Association of National Advertisers 
—will be presented by Dr. Miller Mc- 
Clintock, Erskine Bureau of Street 
Traffic Research, Harvard Univer- 
sity, who is in charge of the study, 
and John Paver, research fellow. 

The important subject of develop 
ment of a standard procedure for the 
evaluation of outdoor advertising cir- 
culation will also be discussed at this 
session. 

Kerwin H. Fulton, president, Out- 
door Advertising, Inc., will preside 
at the Wednesday afternoon session, 
which has been designated the na- 
tional advertising session. Messrs. 
Peabody and D’Arcy will speak at 
this session. 

The meeting will wind up Thurs- 
day morning with a session of the 
business development section, over 
which H. J. Fitzgerald, Milwaukee, 
a vice-president of the association, 
will preside. 

Speakers at this session will in- 
clude: 

Granville S. Standish, Providence, 
R. L, “National Outdoor Advertising 
Localized’; L. E. McWhorter, Stand- 
ard Advertising Corporation, Fair- 
mont, W. Va., “Painted Display in a 
Medium-Sized Market’; Henry A. 
Bowman, Outdoor Advertising, Inc., 
Cleveland, ‘Cooperative Outdoor Ad- 
vertising’; and J. Knox Montgomery, 
Montgomery Poster Advertising 
Company, Belleville, Ill., “The Value 
of Local Sales.” 

To put the members in condition 
for the meetings on Tuesday, Wednes- 
day and Thursday, Monday, Oct. 30, 
will be devoted to a golf tournament, 
to be followed by a dinner at the 
Audubon Golf Club. 

The annual banquet and dance of 
the organization will be held 
Wednesday evening. 


Conway Is Manager 


J. C. Conway, for three years with 
Guenther-Bradford Company, Los 
Angeles, has been appointed western 
manager. 


Getting Personal 


Jack McCarthy, refreshed by a summer in Ireland polishing up 

his brogue, dashed off an article, “Gridiron Barnums,” for the 
October Redbook. Jack was once a sports writer on the Philadelphia 
Record. Now he’s the big beer authority at McCann-Erickson. 
W. B. Okie has found a way to pull through the winter without his 
yacht. He has had his talented young son install on the wall of his 
office a full-sized porthole filled with exotic fish, grasses and coral, 
all cleverly illuminated. 


The Jesse Ellingtons delayed house hunting until the night before 
moving day and picked a place in Larchmont by flashlight which 
turned out fine. It even has a view. . . Lester Loh, another ex- 
Ayerian Philadelphian, is having a hard time finding a house big 
enough to house his five boys. Col. Barrett Andrews, publisher- 
banker recently drafted by the New York Evening Post, has been too 
busy making the wheels go round to pick out a title. It'll be a big 
one. 


Golden Siwek, the artist-advertising manager, is languishing for 
a job worthy of her talents. Remember the excitement last summer 
when she invited columnists to a nudist luncheon? The stunt helped 
to introduce the book, “On Going Naked,” which is still making money 
while Golden isn’t. Dick Simon, so filters a rumor from the 
Inner Sanctum, is studying the piano. Alice Hughes, popular 
columnist, who has accepted a flattering offer from Hearst, reversed 
the usual procedure by becoming a successful copy writer before 
beginning to write for newspapers. 


Mary Louise Alexander, librarian and research manager for 
BBDO, New York, was re-elected president of the Special Libraries 
Association in Chicago last week. . . Ralph Gates, assistant to Art 
Grove, Edison General Electric Appliance, starts a year’s trip around 
the world Nov. 30, sailing from New York with Mrs. Gates. He ex- 
pects to do some photographing and writing as well as circumnavigat- 
ing. . 


Ed Pickett, advertising manager of the Standard Oil Company 
of Louisiana, New Orleans, wired his wife from Memphis, “I forgot 
my pants. Please send air mail.” The missing trousers to the extra 
_suit arrived in Memphis two hours later. . . Paul Hollister’s depar- 
ture from BBDO did not affect his friendship with Roy Durstine. 
They booked passage on the same boat to Europe last week. . . 

Charlie Swafford, sales and advertising director of the New Yorker 
and other Hitz-operated hotels, has a bar and game-room in his new 
place at Great Neck that’s something to exclaim about. . . George 
MeMillan, assistant managing director of the A. N. A., is commander 
of an American Legion post famous for its vigorous opposition to 
immediate cash payment of the bonus and other government gravy 
for veterans. . 


David Stern, publisher of the Camden Courier, has been named 
by Gov. Moore as member of a commission to survey the banking 
needs of New Jersey. Mr. Stern also publishes the Philadelphia 
Record. . . Bruce Gallup, United Artists account man at Donahue & 
Coe, is wondering where his old buddy, but no relative, Buck Gallup, 
ms 

Earl Hodgson, who recently joined Beech-Nut, is fond of chewing 
gum and prefers Beech-Nut above all other brands. But that isn’t why 
he got the job. . . Hallett E. Cole, Los Angeles publishers’ represen- 
tative, has a copy of Vol. 1, No. 1, of Harper's New Monthly Magazine. 
It’s dated June, 1850. . . Tom Patterson, New York artists’ represen- 
tative, is a brother of Russell Patterson, the artist. Yes, he repre- 
sents him, too. . 


PROS AND CONS — 
OF NRA VIEWED 
BY MARKETERS 


(Continued from Page 1) 


ish price cutting and lead to more 
emphasis on style in non-staple goods 
and certification of standardized 
grades in staples. Extension of gov- 
ernment control is in prospect, he 
said, citing the Tugwell bill as evi- 
dence. 

Dr. Pelz likened the agricultural 
adjustment act to a vise, one jaw of 
which represents the producer and 
the other the consumer. In the ad- 
ministration’s effort to give the 
farmer a greater return on his in- 
vestment and labor without mate- 
rially increasing prices paid by the 
ultimate consumer, he said, manufac- 
turers, distributors, advertising agen- 
cies, publishers and all factors in dis- 
tribution may expect to feel the 
squeeze. 

No “Magna Carta” 


Dr. Nystrom held that the NRA 
could not eliminate price-cutting, but 
that, on the contrary, it might ex- 
tend price merchandising to a wider 
range of goods. He described the re- 
tail code as “a notable document but 
no magna carta of retailing.” 

Dr. Ostrolenk translated current 
and pending price increases on farm 
products in terms of spendable in- 
come, thereby painting a roseate pic- 
ture of the present farm market. A 
lively discussion of cooperative farm 
marketing followed his address, dur- 
ing which he gave the opinion that 
the farmer is inherently an individ- 


to mass action. Any successful pro- 
gram for merchandising farm prod- 
ucts must be initiated and carried 
on by outsiders, he said. 

In the confidential portion of his 
talk Mr. Alderson took issue with sev- 
eral theories advanced to decrease 
costs of distribution which are popu- 
lar in many official and private quar- 
ters. 


Urban Population Increases 


For the record, he pointed out that, 
as an example of incomplete reason- 
ing, critics of the present system of 
distribution had viewed with horror 
the fact that three times as many 
persons were engaged in distribution 
in 1930 as in 1890. 

“One fact overlooked,” he con- 
tinued, “is that the urban popula- 
tion has also increased exactly 300 
per cent in that period. Furthermore 
the value and volume of distributed 
goods has increased several times 
three-fold in this time. 

“To further illustrate the in- 
creased efficiency of distributive 
agencies, consider that most of the 
volume during the past 20 years is 
represented by products such as au- 
tomobiles, radios and electric refrig- 
erators, which require a high order 
of sustained selling effort to move, 
inasmuch as new living habits and 
new interests must be sold with 
them.” 

Mr. Alderson suggested cost analy- 
sis, market measurement, commodity 
standards and specifications, competi- 
tive abuses, buyer-seller relationships 
and turnover of retail units as the 
most promising fields to explore for 
savings in distribution. 


Price Control Dangerous 


Dr. Haney’s enumeration of 
dangers in price control impressed 
his hearers with the fact that an at- 
tempt to govern the price of one com- 
modity leads to an endless chain of 


ualist and as such is forever opposed 


regulation which has no logical end 


but complete elimination of persona] 
initiative. 

Mr. Von Szoliski concluded his sta. 
tistical presentation of progress 
under the NRA with the advice that 
marketing executives study the fae. 
tors which influence purchasing, or | 
buying psychology, together with 
indices of purchasing power, empha. | 
sizing that the two factors, though re. 
lated, are variable. 

Mr. Rogers, an associate editor of 
Liberty, has been loaned for several 
months to the National Recovery 
Crusade. His thesis was that the 
NRA would succeed because it is go 
conceived and administered as to in. 
voke the force of public conscience 
as a governing agency. 


on | 


Liggett Launches Own 
Agency in Cleveland | 


Carr Liggett, vice-president and 
secretary of Krichbaum-Liggett Com- 
pany, has sold his interest in that 
firm and plans to establish his own © 
agency, Carr Liggett, Inc., at 1006 
Leader Bldg., Cleveland. He has an- 
nounced the following accounts: 
Reliance Gauge Column Company, 
Cleveland Provision Company, and 
Newman Stern Company, Cleveland; | 
Ridge Tool Company and I. T. §, 


Treen 


Company, Elyria, Ohio, and Allied 
Barrel Corporation, Oil City, Pa. $a 
Typographers Merge of 

The W. R. Mathews Company and 
Type Art, Inc., are merging their m 

facilities and will continue business 
as Schlick Barner Hayden, Inc., 1919 fi 

E. 19th Street, Cleveland, Ohio. 

Pp 


Bars Noisy Advertising 


An ordinance has been adopted in 
New Canaan, Conn., prohibiting all 
types of advertising loud speakers © 
from travelling the streets of the © 
town. i 


- 
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Distributes Champagne 


North American Continental Cor- 
poration, 1819 Broadway, New York, 
has been appointed exclusive distrib- 
utor for Delbeck Champagne. 


TEE 


Your Full 
Dollar’s Worth 


Building its circulation among 
active architectural firms (those with 
contracts), The Architectural Record 
uses nationwide F. W. Dodge services 
just to keep posted on architectural 


SE ceeREI TS 


firms to whom contracts are awarded, f 
Advertisers in The Record receive an 
exceptional circulation coverage of c 
firms doing today's business. 


ARCHITECTURAL 


RECORD | | 


119 West Fortieth St. 
New York, N. Y. 
Division F.W. Dodge Corp. 
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WORLD'S FAIR MOVIES . 


“NATURE-BUILDER OF TEETH” 


featured in the 
Dental Exhibit in 
A Hall of Science. 


“STORY OF ANAESTHETIC ETHER” 
running continuously 
in the Exhibit of the 
Mallinckrodt Chem- 
ical Works. Hall of 
Science. 

eee 


These and other notable films in 
the field of Health Education 
created - produced-exhibited by 


PROGRESS FILM CO. 


Morris A. Epstein, Managing Dir. 
telephone Superior 5601 


—~_ ™ =. 


Wrigley Bldg., Chicago 
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Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); minit- 
mum, $2 


POSITIONS WANTED 


SECRETARY-STENO — 10 years’ 
experience all branches of agency 
work. Best of references as to ability 
and character. Box 404, ADVERTISING 
AcE, Chicago. 


Is Made Secretary 


LeRoy C. Breunig, Indianapolis 
representative of Alpha Distributors, 
New York, has been elected secre- 
tary of the local advertising club. 


The Brookmire 

Economic Service 
says Akron is one 
of 13 cities where 
manufacturers will 
find the best sales 
prospects this fall. 


Mr. P. W. Litchfield, 
President of the Good- 
year Tire & Rubber Co., 
says the Goodyear factory 
payrcl!s for September 
1933 were three-quarters 
of a million dollars higher 
than they were six months 


before. 


You can cover this alert 
Free-Spending market at 


one cost in the 


AKRON BEACON 
JOURNAL 


=|pointed by 


sessing the insignia of the NRA who 
has in stock or purchases similar 
merchandise which has been manu- 
factured before the effective date of 
the code of fair competition requiring 
such merchandise to bear an NRA 
label may attach thereto the NRA 
insignia.” 

Administrative Features 
The administration of the code will 
rest with a “retail trade authority,” 
to be composed of the administrator 
or his deputy, and three members ap- 
the President. Louis 
Kerstein, Wm. Filene’s Sons Com- 
pany, Boston; Dr. Leo Wolman, 
chairman of the NRA labor advisory 
board; and Mrs. Mary H. Rumsey, 
chairman of the consumers advisory 
board, have been named to fill these 
posts. 
In addition, there is to be a Na- 
tional Retail Trade Council, which 
will act in an advisory capacity. 
This council is to be composed of at 
least one, and not more than three, 
representatives from each major di- 
vision of the retail trade. The rep- 
resentatives are to be elected by the 
national trade associations, each of 
which shall have one vote in the 
council, regardless of the number of 
its delegates. 
In a ruling issued today, Gen. 
Johnson declared that “until such 
time as the trade associations who 
presented this code shall submit for 
approval a method of electing repre- 
sentatives, or until I shall otherwise 
designate, such representatives may 
be those who have already been 
elected by or appointed by the 
boards of directors of the following 
trade associations: 

“National Retail Dry Goods Asso- 
ciation; National Retail Furniture 
Association; National Retail Hard- 
ware Association; Limited Price Va- 
riety Stores Association; Mail Order 
Association of America; National 
Association of Retail Clothiers and 
Furnishers; National Associations of 
Music Merchants; National Shoe Re- 
tailers Association; and National 
Council of Shoe Retailers.” 

The special provisions governing 
the drug trade provide that retail 
drug stores may elect to remain open 
for a total of 84 hours in a seven-day 
week, and not less than eight hours 
in any one day; and that employes 
may not work more than 56 hours 
per week. Minimum wages are 
slightly higher than in the general 
code. 

Special Drug Section 

In addition to the trade practices 
outlined in the general code, the fol- 
lowing appear in the drug section: 

“No drug retailer shall substitute 
another article or any part thereof 
for the kind ordered, without due 


notice to and consent of the cus- 


DIRECT TO THE 


MASS PLAN 
SAMPLING PROVES 
SUCCESSFUL ! 


New accounts established 


3,984—12 ounce sample packages 
of a new WATER SOFTENER 
were recently delivered into the 
homes of a nearby town in a test 
campaign. Uuring this campaign 
we called on 53 INDEPENDENT 
GROCERS of whom 26 did not 
Stock this WATER SOFTENER. 
Of the 26 that did not stock this 
WATER SOFTENER, (9 ordered 
a supply of this new product. 17 
of the 19 were 


NEW ACCOUNTS 


You can create a demand for 
your product by sampling di- 
rectly to the home. 


Let us tell you how, 


tomer. 

“No drug retailer shall advertise 
to fill prescriptions at a uniform 
price, irrespective of cost of ingredi- 
ents or quantity prescribed. 

“No drug dealer shall permit any 
demonstrator or sales employe, 
whose salary is wholly or partially 
paid by a manufacturer or distrib- 
utor, to work in his establishment 
unless such demonstrator or sales 
employe is clearly and openly iden- 
tified as the agent of such manu- 
facturer or distributor.” 

The administrative detail follows 
that outlined in the general code, 
except that the National Retail Drug 
Council shall consist of one repre- 
sentative from the American Phar- 
maceutical Association, one from the 
Drug Institute of America, two from 
the National Association of Retail 
Druggists, “and such representation 
from any national association of the 
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retail drug trade as may be approved 
by the administrator.” 

Notable for its absence from this 
section of the code was the provi- 
sion prohibiting the sale of standard 
trade marked merchandise at less 


Loss Leaders Barred 
By New Retail Code; 
Small Firms Exempt 


(Continued from Page 18) 


than 21 per cent below its marked 
price. 

While the retail code, as adopted, 
specifically eliminates from its pro- 
visions such retailers as food stores, 
which come under the supervision 
of the AAA, it is taken for granted 
that the code for these stores will 
follow the master retail code in all 
essential characteristics, except that 
of providing for a mark-up to care 
for labor costs. 


Small Employers 
Exempt 


Washington, D. C., Oct. 25.—The 
executive order issued this week by 
President Roosevelt, exempting small 
employers from NRA requirements, 
said in part: 

“The provisions of the President’s 
re-employment agreement shall not 
be held to apply to employers en- 
gaged only locally in retail trade or 
in local service industries (and not 
in a business in or affecting inter- 
state commerce) who do not employ 
more than five persons and who are 
located in towns of less than 2,500 
population which are not in the im- 
mediate trade area of a city of larger 
population, except so far as such 
employers who have signed the Pres- 
ident’s re-employment agreement de- 
sire to continue to comply with the 
terms of said agreement after the 
date of this order; and this release 
of such employers who have hereto- 
fore signed the agreement shall be 
further extended so as to release to 
the same extent all such employers 
of obligations not voluntarily as- 
sumed under the provisions of a code 
of fair competition approved by the 
President. 

“This exemption is intended to re- 
lieve small enterprises in small 
towns from fixed obligations which 
might impose exceptional hardship; 
but it is expected that all such en- 
terprises will conform to the fullest 
extent possible with the require- 
‘ments which would be otherwise 
‘obligatory upon them.” 


New NRA Lineup 


Washington, D. C., Oct. 26.—The 
NRA has been departmentalized with 
the establishment of four divisions, 
each headed by a division adminis- 
trator, to be responsible for the con- 
sideration of pending codes and the 
administration of approved codes. 
These divisions are: 

1. Extractive industries (metals, 
coals, and also automobiles, shipping 
and related industries): division ad- 
ministrator, K. M. Simpson; deputy 
administrators, W. H. Savis, Philip 
C. Kemp, K. J. Ammerman, L. H. 
Peebles. 

2. Construction and machinery, in- 
cluding lumber and metal products: 
division administrator, Malcolm 
Muir; deputies, Tom Glasgow, H. O. 
King, Malcolm Pirnie. 

3. Chemicals, leather and other 
manufacturers: division adminis- 
trator, Gen. C. C. Williams; deputies, 
R. B. Paddock, W. W. Rickard, R. 
S. Conkling. 

4. Trades and services, textiles and 
clothing: division administrator, Ar- 
thur D. Whiteside; deputies, Dr. E. 
D. Howard, Dr. Lindsay Rogers, J. 
B. Dickey. 

A special division for all amuse- 
ment industries, under Deputy Sol 
Rosenblatt, has been attached, for 
administrative purposes only, to the 
last named division. 


Filene Sees Changes 


Boston, Mass., Oct. 27.—Talking 
over the Yankee Network under the 


auspices of New England Council 


last night; Edward A. Filene, prom- 
inent Boston retailer, declared that 
three major changes in distribution 
“are clearly indicated” under the 
NRA. He enumerated these changes 
as: 

“1. Practically all small store own- 
ers who are not young enough in 
mind to join with other small store 
owners in voluntary chains organized 
so that they can meet and beat cen- 
trally-owned stores, will be elim- 
inated. 


“2. Practically all department stores 
that do not form chains with other 
department stores will be replaced 
by existing chains which will com- 
bine in hiring or building depart- 
ment store buildings and thus add 
the advantages of the department 
store to the advantages of the chains. 
“3. Practically all department stores 
that are not really the best values, 
but that attain enormous sales 
through skilful advertising, will be 
replaced by chain store brands of 
really best values, advertised and 
sold on expert certification of their 
contents and their quality, and with 
proof that they are the best values.” 


Visomatic and 
Western Union 
In New Tie-Up 


New York, Oct. 26—Visomatic 
Systems, Inc., has announced an ar- 
rangement with the Western Union 
Telegraph Company whereby facili- 
ties of the two companies will be 
coordinated to make available a 
nation-wide system of sound-visual 
sales training and, ultimately, of 
consumer and industrial marketing. 
With this latest expansion, Morris 
A. Osborn, formerly chief of the 
planning board of the Sales Guild, 
Inc., joins Visomatic Systems, Inc., 
as advertising manager. 


The company provides a portable 
electrical device with electrical 
transcription discs synchronized 
with standard 35-mm. film to produce 
a “talking picture” medium. 

Western Union offices will main- 
tain Visomatic equipment subject to 
clients’ calls and provide special op- 
erators to make showings either to 
groups or to individuals and report 
to the client. 


In 48 Cities 


Users of Visomatic productions 
have the option of filing their vari- 
ous subjects in each equipped West- 
ern Union office or sending the 
transcription discs and film  ear- 
tridges to the offices by mail as 
showings are desired. The first in- 
stallations were made in 48 of the 
country’s largest cities, and the sys- 
tem will shortly be extended to ap- 
proximately 200 cities, each operat- 
ing within a 50-mile radius. 


Blackman Named for 


Distiller and Brewer 


The Blackman Company, New 
York, has been appointed to handle 
advertising of Distillers and Brewers 
Corporation of America. Initial ad- 
vertising appeared in 21 cities this 
week. 

Jack Thomas, for eleven years ad- 
vertising manager of Wilson & Co., 
Chicago, and for three years with 
Anheuser-Busch, Ine., St. Louis, has 
been appointed advertising manager 
of the corporation. 


Veit Heads New York 
Promotion Managers 


Ivan Veit, promotion manager, 
New York Times, was elected chair- 
man of the New York Newspapers 
Promotion and Research Group at 
the last meeting. 

Vaughn Weidel, World Telegram, 
is vice-chairman, and Elsa Lang, 
Herald Tribune, is secretary. 


With Mona Motor 


H. E. Wormhoudt has resigned as 
assistant general sales manager of 
the Phillips Petroleum Company, 
Bartlesville, Okla., to become vice- 
president of the Mona Motor Oil 
Company, Council Bluffs, Ia., a sub 
sidiary of Barnsdall Corporation. 


He succeeds Clyde Fuller, resigned. 


Californians Insist 
on “Free Press” Clause 


At its regular monthly meeting 
this week the metropolitan unit of 
California Newspaper Publishers’ 
Association unanimously adopted a 
resolution demanding that any NRA 
code for newspapers must contain a 
provision guaranteeing the freedom 
of the press. 

The resolution, prepared by H. A. 
Lawson, editor, Eagle Rock Sentinel, 
declared that “the metropolitan unit 
of the California Newspaper Pub- 
lishers’ Association will not execute 
or sign any code that does not con- 
tain a clause guaranteeing a free 
press as defined by the Constitution 
of the United States.” 


Norge Copywriters 
Talk to Dealers 


Norge Refrigerator Company has 
adopted a unique plan of supplying 
its dealers with preprints of all 
Norge advertising, accompanied by a 
message from the copywriter who 
prepared the advertisement. 

In this way, the company claims, 
the copywriter and the dealer are 
brought closer together, so that the 
latter may have a complete under- 
standing of the “why” of each ad- 
vertisement. 

Cramer-Krasselt Company, Milwau- 
kee, is the Norge agency. 


Stedfeld Is Named; 


Has New Manager 


The H. L. Stedfeld Company, New 
York, has been appointed to place 
radio advertising of Motorstokor 
Corporation. A series of broadcasts 
over station WOR has been started. 

William Prager has joined this 
agency as production manager. He 
was formerly with Bartlett-Aldus 
Press as purchasing agent, and with 
the Leo Hart Company, Rochester, 
as production manager. 


Joins Muessel 


John A. Lamb, who has been sales 
manager of the Val Blatz Brewing 
Company, Milwaukee, and sales and 
advertising manager for breweries in 
Canada and Duluth, is now sales 
manager of the Muessel Brewing 
Company, South Bend, Ind. 


A 
DECADE of RADIO ZY 
ADVERTISING 


Yd 


By Herman S. Hettinger 
A book of facts in a field in which 
very few are available. Types of 
concerns advertising, types of pro- 
grams, seasonal use, use on differ- 
ent days of the week and hours 
the day—these and many other prac- 
tical problems are keenly analyzed 
for the benefit of agency and adver- 
tiser whose job is to build 00 
an effective radio program. 


ADVERTISING 
AGENCY 
COMPENSATION 


By James W. Vouns | 
The complete Young Repor 
these vital questions: should the 
commission system be changed? Is 
the agency profit too high? W hether 
you agree with the conclusions or 
not, Mr. Young’s facts are of im- 
portance and interest to every ad- 
vertising man. Now in a 50 
new, cheaper edition. 
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REMEMBER ANN LEE? HERE'S A SEQUEL 


Another utility company has discovered how to maintain interest at 

the fever point during sales meetings, Ralph Gates of Edison Gen- 

eral Electric Appliance Company reports. His letter, on page 4 
of this issue, gives all the details. 


PREMIUMS INSTEAD OF SPECIAL PACKAGES 


Mennen decided to give a set of ash trays with its gift packages 
this year, instead of elaborate packages. (Story on page 6.) 


WESTCLOX DEVELOPS UNUSUAL "HAND BAG" TIMEPIECE 
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WINDOW DISPLAY AIDS FINE CIGAR SALES 


Ben C. Duffy, Batten, Barton, 
Durstine & Osborn, New York, 
who was elected a director of the 
Audit Bureau of Circulations at ‘ heft hand workranchop 


the meeting last week. as ) characterize 
‘ LA CORONA CIGARS 


aie illite 
Henry Clay and Bock & Co., New York, devised this window to sell 
La Corona cigars and at the same time create a demand for @ 


brochure, "The Story of La Corona," aimed to create a higher apa 
preciation of fine cigar making. (Story on page 2.) 


Micky Malto Products Company, 

San Francisco, is bringing out this 

malt tonic, which will be sold na- 

tionally through grocery and drug 

outlets. Emil Brisacher & Staff are 
in charge of advertising. 


% 


tic reception, the innovation will undoubtedly be extended to other 
territories shortly. 
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Industrial Design, Inc., New York, worked out this smart Westclox Hand Bag Watch, with case of molded 
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